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Why change it with hard, stiff-soled shoes? 


This is a baby’s foot . . . an intricate balance of bone, muscles, tendons and 
cartilage all working together to support the entire body weight and still 
be as flexible as only a foot can be. 

Why change it? Buntees let the foot do the walking . . . allow little toes to 
dig in . . . grip and grasp as nature intended. Buntees yield and “give” 


with the action of walking . . . allow true expression to tiny, developing 
baby feet. 
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as JOYCE 
does it 
Tor Tal... 
‘‘Across the Square” pump 
with “City Line” 
tapered toe... 
a slim 2° of a heel...and 
of course, in exquisite 
HUBSCHMAN’S CALF 
black coffee...also in 


wild cherry and black 


oy POY GCE, Inc. 


Cincinnati 7, Ohio 


E. Hubschman & Sons, Inc., Philadelphia 23 * Fashion Office: Empire State Building, New York 1 
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SHOE PROFITS ARE GROWING IN SUNNY FRESNO! 


A. L. Rodder, President 


“Since we switched to Naturalizer, we do more busi- 
ness on half the investment,’’ says Mr. Rodder, ‘‘and 
our net profits are importantly higher because we get 
volume on less inventory... markdowns are 
pleasantly lower . . . and, importantly, the markup is 
5% better. 

‘‘We’ve found that Naturalizers sell easier because 
they have the fashion and lightness our customers 
want. Obviously our fall plans call for more Natu- 
ralizers, and we see nothing but steadily increasing 


U. S. A. (Canadian rate $3.50 per year). 











“Naturalizer gives us more 
volume with half the inventory” 


. . . says president of Rodder’s in Fresno, Cal. 


“And we’re making more profits than we believed possible.” 


business ahead on Naturalizer. 


‘An adequate working stock of Naturalizers for our 
market requires fewer patterns than we used to have 
because Naturalizers are all demand patterns that 
more of our customers like. And stock service gets us 
top volume at our peaks.” 

Why not write the Naturalizer Division of the 
Brown Shoe Company or talk it over with your 
Naturalizer salesman? 


nrown) Brown Shoe Company 


SHOE COM PANY 


Quality at your feet 


July |, 1957 


St. Louis . . . Makers of: Air Step * Buster Brown * Official Boy Scout Shoes * Official 
Girl Scout Shoes ¢ Life Stride * Westports by Life Stride * Naturalizer * Pedwin 
* Propr-Bilt * Risqué * Robin Hood ¢ Roblee 
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with Yorktown’s new 
E-X-P-A-N-D-O ELASTIC-LACERS 


Tie ’em once and forget ’em .. . that’s the story of Yorktown’s new Expando Elastic Lacers, the foot- 
wear that combines the convenience and comfort of a slip-on with the smartness of a street shoe. Yes, 
it’s easy on... easy off . . . because these shoes have hidden elastic gored sides which gently hug the 
instep. The laces, also, are elasticized to hold the shoe on firmly yet allow it to be slipped on and off 
like a slipper without tying and untying. Being Air-Treds, they offer, in addition, all the famous shock- 
absorbing comfort features that have won customers for Yorktown merchants wherever they are shown. 


IN STOCK 


to retail at $11.95-$12.95 
other Yorktown Shoes $10.95-$14.95 


THREE GENERATIONS OF FINE SHOEMAKING 


Yorktown 
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also makers of 
YORKTOWN SHOES FOR BOYS 


STYLE 1225 
BLACK 





Elastic Laces m™. ; J STYLE 1227 

Never Need /f{ \\ i BLACK 
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Hidden Elastic 


Sides Hold \ Ne, — 
Foot Firmly = \_ Reece sagem ADVERTISED IN 


LIFE AND ESQUIRE 











Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


Gardiner, Maine 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Be sure to 


. 
Ceo8 


talk-up those shoes 
of TAN-ART SUEDE 
...She wants that 
extra pair... 


and you do, too! 


Most well-dressed women will 
have suede shoes in mind for 
their Autumn wardrobes. 
Reminders to them will pay-off 
handsomely, particularly if your 
shoes are fashioned of TAN-ART 
richly-napped suede. 

Show how crocking has been 
overcome in TAN-ART 
processing. How clear and vivid 
the coloring is. Let them feel 

the plushy leather and then you 
can be sure that they’Il buy your 


shoes and no one else's. 


\s 


TAN-ART 
SUEDE KID 


TAN-ART CO., INC. « division of G. LEVOR & CO., INC. + Tanners since 1876 «+ GLOVERSVILLE, N. Y. 
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You’ll Set New Back-to-School Records 













When you turn your volume up 
with 


KINGSWAY 


EVERY ONE A SMASH HIT! 


1 U-Wing oxford handsomely designed in black 
mellow grain. Hard heel. Nuclear sole. 

* 2 Easy-on gore oxford casually combines both 
smooth and mellow grain. Black with rubber 
heel and leather sole. 

* 3 Popular plain toe white brushed oxford spiced 
with red rubber heel and sole. 

* 4 Gleaming mellow grain teak brown oxford with 
wing tip. Leather sole, rubber heel. 

5 Moccasin-type oxford subtly combines black 
smooth and contrasting mellow grain. Leather 
sole, rubber heel. ee 
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EVERY ONE A KINGSWAY! leat tee! 
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September (Back-to-School) 


* To be advertised in the 
\\ Issue of ESQUIRE Magazine. \ 


To retail at *'795 to *995 
Boys’ sizes $695 to $'795 
(Slightly higher Denver West) 


Friedonams- Oleetly DIVISION 


INTERNATIONAL SHOE COMPANY + ST. LOUIS 3, MISSOURI + WORLD'S LARGEST SHOEMAKERS 


July |, 1957 5 





... the minute they see the 
beautiful new Fall line of 
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FLEET=AIR 


CeO SHOES FOR CHILDREN 











SSyY SHOE EQORPORATION © EPMRATA, _PENNSYVILVANLS 
New York City Sales Office: 465 Marbridge Bidg. 
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Even the best mouse trap 


needs the selling power 


And in shoe selling too, customers won't beat a path to your door to ask for shoes that are 


nameless. But feature ENNA JETTICKS — and watch the customers come in. 
ENNA JeTTICKS live up to their name — and their name stands for women’s fine shoes. Since 
the inception of the name, there’s been no compromise with their famous comfort, their 
fit, their up-to-the-minute styling or their excellent value 
And because of their excellent reputation, this famous brand name is one of your most potent selling forces 
Through consistent and compelling national advertising, coupled with invaluable public acceptance, 
ENNA JETTICKS continually bring you new and steady customers, in addition to 
a constant stream of satisfied repeat customers. 
ENNA JETTICKS is a name that will get you business — one of the 


greatest selling names in women’s shoes. 


Know sJettiohs 


The Shoes You Love To Live In 


$995 _$1()% 
® Some Styles $11.95 


DUNN AND McCARTHY, 


INC., Auburn, 
July 1, 1957 


N.Y. 
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Pigmnillion Pigtkin report om GUILD HOUSE 


BY SYLVIE HAMILTON, Director of Haus of Krause Fashion and Pr tion Departments 


The sales power of Pigmillion Pig- 
skin throughout the New England 
states, is shown by the Scheft Com- 
pany’s quality store — the Guild House 
of Boston and its many departments. 


Comments by Mr. Mel Ehrlich and Mr. 
Jack Gold of the Guild House, when in- 
terviewed by Miss Sylvie Hamilton, are 
typical of those received daily from 
retail outlets. 


Left to right in picture No. 1: Mr. Jack Gold, Manager of Guild House. 
Mr. Mel Ehriich, Buyer of Fashion Shoes for the H. Scheft Co. and 
customer Miss Barbara J. Cushing. Picture No. 2: Mr. Jack Gold, Miss 
Zarie Kashmanion, Clerk, Miss Grace Miller, Clerk and customer Miss 
Borbara J. Cushing. 


MR. MEL EHRLICH: “The individuality of color and surface in- 
herent in Pigmillion Pigskin is appealing to both the eye and the 
touch. The customer is readily drawn to the handbag counter to 
purchase matching accessories." 


MR. MEL EHRLICH: “Color comes to our windows by way of 
shoes in Pigmillion Pigskin. With black so large a percentage of 
dress shoe business, color in wanted types is most welcome in our 
stocks and windows.” 


“NEW SHOE FOR YOU"’ For free monthly service of unique 
shoe designs, write today to Miss Sylvie Hamilton, Director, 
Fashion and Promotion Department, Haus of Krause, 47 West 34th 
St., New York 1, New York. 





] MR. JACK GOLD: “We find the variety of styles of shoes 
. 

we buy in Pigmillion Pigskin appeals to customers of all 

ages. They are perfect extra-pair shoes in every wardrobe.” 


AVAVDUVANRDAR DE 





iy 


MR. MEL EHRLICH: ‘‘A healthy part of the Scheft Company 
day's business is in casuals, flats, and commuter types — 
for urban and suburban wardrobes. Plush Pigmillion Pig- 
skin is featured in this group and is gaining momentum 
in all of our 56 departments.” 


HAUS OF KRAUSE 


Rockford, Michigan 
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NEOPRENE 
OLES 


add long wear, extra comfort to 
Wellington heavy-duty boots by 


COURTESY: ACME BOOT COMPANY, INC., 
CLARKSVILLE, TENNESSEE 


ONLY NEOPRENE SOLES GIVE YOU THIS 


Rugged DuPont neoprene cord soles and BALANCED COMBINATION OF PROPERTIES 
heels put added mileage in these handsome 


heavy-duty boots by Acme Boot Company. 





@ Resistance to oils, greases and acids 


@ Resistance to flex-cracking—even at freezing temperatures 
Neoprene soles give long service on work 


@ Resistance to softening—even in extreme heat 
and safety shoes because they resist oil, 


: @ Resistance to abrasion, chipping 
grease, solvents, extreme heat. They resist 


abrasion, chipping and cracking. And neo- : 
E. |. du Pont de Nemours 
.* & Co. (inc.) 
: : ‘ . Elastomer Chemicals Dept. BS-7 
the fatigue out of standing jobs. = Wilmington 98, Delaware 
7 Please send me your free booklet, 
You'll find soles of this Du Pont synthetic a .* Neoprene Shoo Soles. 
: : , Better things for better living . * 
rubber on most quality lines of work and .sethrough chemistry «° Neme 


safety shoes. Why not specify neoprene for Position 


yours? It has proven sales appeal. NEOPREBRE icine 


— made by Du Pont Address 
for 25 years City 


prene’s resilience gives solid comfort — takes 











FOR THE FULL STORY OF NEOPRENE SOLES, SEND FOR THIS FREE BOOKLET —7 





Soft Hyp 


iS AMERICA'S 
SMARTEST SOLE 


Wear shoes with the original cellu- 
lar sole* in the distinguished styles 
that only the originator knows how 
to make. Shoemakers who care pay 
the difference so that you may have 
them, and they always have this 
Solemark of Quality at the instep. 


“Reg. U. S. Pat. Off. 


Your best customers will see this 
Cush-N-Crepe advertisement in the 
September issue of 


Eaquut 
Let them know you have the soles 
they want by displaying and ad- 
vertising your shoes with the 
Solemark of Quality! 


College Bonus 


Thousands of college men 
will read about Cush-N- 
Crepe Soles in  Esquire’s 
College Sketchbook, the smart 
fashion handbook mailed to 
them by Esquire. 





SSR ak, SU Re Rare 





—— 
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CUSH-N-CREPE, the original cellular soles*, sell on sight because 
their unique designs and new style colors look so much smarter than 
ordinary soles ... sell extra pairs on the bonus wear and buoyant comfort they 


give to sport, leisure, street and utility shoes. 


Increase your business in the name of profit —Cush-N-Crepe — America’s softest 
step for new millions of young moderns who know what they want and 
want you to have it! 


*Reg. U.S. Pat. OF. 


not on all shoes... Just the best ones 


Manufacturer of HIGHEST QUALITY SOLES for 47 years 


@eeeeveveeevneeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


AVON so_Le company: Avon, Mass. 







































now 
softer top lines 
with 


NEW 


EL O18} 
AIDES IVES 


for 
counters 


Contain natural latex for 

more pliable top lines, better adhesion, 
more mileage for you 

more comfort for the wearer. 


After extensive research and shoe factory trials, 
the new 1800 line of B/C HUB Adhesives by 

B. B. Chemical Co. has been added to meet shoe 
factory requirements for high quality, 
competitively priced counter adhesives. 


Made in three types . . . Natural, Synthetic, and 
Starch Latices — in several numbers — to provide 
a counter adhesive for every price range — 

drying times to fit any factory production schedule. 


Make a note NOW to try the new G* HUB 
Adhesives soon — see for yourself how these materials 
perform in your factory — how easily you can 

now get the softer top lines your customers want. 





UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 














Here’s a sturdy Goodyear Welt 
boot to satisfy the most demanding 
parent and child. Water and 

acid resistant oil retan foot and top. 
Long wearing but flexible 

patterned sole and heel. Made over 
a perfectly fitting last for a 
comfortable roomy fit. A fine 
quality boot for active youngsters. 


No. 9200 
Black — Sizes 10 thru 3 only, ‘'B’' and No. 9250 — Black, same as 9200, No. 9100 — Black, same as 9200, 
“D" widths. but made with broad roomy Engineer except in soft, pliable Elk. 
COST TO YOU ... $4.75 toe and logger heel. Sizes 2 thru 6 only, COST TO YOU... 
“B"' and “'D"’ widths. Sizes 10 thru 3— $4.20 
COST TO YOU ... $5.95 Sizes 32 thru 6 — $5.35 


the brand of distntlion in bests 


ACME BOOT COMPANY, Inc. 
Clarksville, Tennessee 


WGRLODO S LARGEST BOOTMAKRERS 
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STYLE 6183 
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TAYLOR’S 
SWAGGER 
TOUCH 
puts you 










in a 










strong 






competitive 






STYLE 6177 


position 







Taylor’s “swagger touch” styling 






attracts and sells your town’s best 






customers. It gives you a competi- 


tive edge which we strengthen 












with a continuing series of ads like 
this in THE NEW YORKER and 
for the 


ESQUIRE and other national 







touch of swagger every man deserves... 


taylor 


made 


Some men cling to the conventional. 
Others like to live a little. For devotees 
of the spirited life, Taylor creates these 
magnificent new Imperials. Exactingly 
custom detailed by master shoemakers. 
Imperials sell for $18. to $25. 






media. Taylor merchants are mov- 


ing shoes. Why not get the facts? 






Write, wire or phone collect today 









for complete information. 














E. E. TAYLOR CORP., FREEPORT, MAINE 


AT YOUR LOCAL TAYLOR MERCHANT OR WRITE E. E. TAYLOR CORP., DEPT DN, FREEPORT, MAINE 
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Propel An Idea Or Product 








—Advertising is the important link that propels an idea 
or a product from its very inception to its ulti- 
mate use. 


—The dramatic and purposeful impact of that adver- 
tising, as well as the frequency with which it is 
reiterated, is the gauge and determining factor of 
its success. 


—wWe were interested in the comments made by William 
G. Nissen, former owner-retailer of two downtown 
and two suburban shoe stores in Oklahoma City. 
He said: 


—You can’t have a successful shoe operation without 
advertising. By that, I don’t mean an occasional ad. 
I mean constant, persistent advertising . . . advertis- 
ing that is planned in a series and has a selling story 
to tell. 


—“Look at the leading shoe manufacturers in the 
country today. 


—“Who are the most successful? Those who set aside 
advertising funds and run series of ads, constantly 
keeping the brand name before the dealers and the 
public. 


—‘A retailer should perform the same way. 


—“Of course, if you have something spectacular to 
offer, then plan one ad, but. . . 


—“Advertising in series and sequence is the key to 
successful shoe business.” 


—The manufacturer tells the merchant and the mer- 
chant tells the consumer. That is the three-way ex- 
change that adds up to increased sales. 


oo 
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Publisher 
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VAISEY-BRISTOL 


NEWS 


We'll direct readers of 


seventeen 
to YOUR STORE! 











For Listing 
in this 

4 Color Ad 
send us your 
name by 


JULY 10 


Put this 4-color ad running in the October issue 
of SEVENTEEN .. . to work for you in your town! 
IMPORTANT! No listing can be accepted after 


| duly 10. 


Write immediately to either: 
VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 

or to our advertising agency: 
WINIUS-BRANDON COMPANY 
1706 Olive St. 

St. Louis 3, Mo. 


FREE TIE-IN AIDS... 


Newspaper ad mat 3 col. x 115 lines black and white 
reproduction of national ad. 


Full Color Blow-up of national ad. (30 x 40 in.) for 
window display. 
VAISEY- BRISTOL SHOE CO. Monett, Mo. 


15 
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that makes Gallun’s Cascade Calf 
the leather to help sell your shoes 


There’s something about these 
shoes that is warmingly familiar, 
pleasantly reminiscent of comfort 
and complimentary glances. Ac- 
tually, it’s right in the leather; 
and we call it the “Gallun glow.” 

This time the lady's eye has 
been turned by Gallun’s Cascade 


Chstadle. Cal 


chrome-tonned 
OTHER FAMOUS GALLUN TANNAGES 


NORWEGIAN CALF * NORMANDIE CALF 
CRETAN CALF 


Calf. A chrome-tanned leather 
available in black and a variety of 
colors. A rich, fine leather that 
stays obedient to every line of the 
foot. Be sure to check the Gallun 
numbers in your orders to leading 
suppliers. A. F. Gallun & Sons 
Corp., Tanners, Milwaukee, Wis 
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LEATHER INDUSTRIES 
of 
AMERICA 


speaks 
your 


language... 


@ PROFIT | 

© HIGHER UNIT VOLUME 
@ MULTIPLE SALES 

@ REPEAT BUSINESS. 
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9 quality shoe 
promotions 
custom-made 
to roll up 
record sales at 
full mark-up 


for you! 





Leather fashions—in a setting of elegance— 
presell your trend-setting customers! Tie- 
in with these Leather Industries of America 
full-color page ads in the NEW YORKER. 
Women’s shoes September 7; Men’s shoes 
October 5; Women’s shoes and accessories 
November 9; Men’s and women’s gift mer- 
chandise December 7. 








Romantic after five! 


Companions 
out of doors! 


v 
Smart on the job! 


Leather and You... make a profitable shoe season when 
you promote ‘‘the’shoe wardrobe for the girl on the job.” It’s 
dramatized in the Leather Industries of America full-color 
double page spread in the October CHARM. 


Elegance 
in 

a 

man’s 


life... 4a’ 


Elegance in a man’s life... means extra sales. And leather shoes 
are elegance. Promote elegance —feature your leather shoes — 
and cash in on the full-color, double page Leather Industries of 
America ad in the October ESQUIRE. 


... symbol of profit. 


LEATHER INDUSTRIES of AMERICA 


411 Fifth Avenue, New York 16, N. Y. 


The 
wonderful 


The wonderful 
protection 
of 


protecti 


ALL-LEATHER 


| SHOES me 
od a 


/ 
; ° 
& ¢3 
4 th, 


a 


Wonderfully profitable promotions of children’s quality 
shoes ...in a multi-page Leather Industries of America 
Back-To-School Section in September PARENTS’ with 
sales appeal where it counts—at your fitting stool! 


Fail...time for leayes- 


J Coton for fall-tun-fashion! 


Fall — time for excitement and higher unit sales in your shoe de- 
partment! Feature men’s and women’s shoes for active leisure (fun 
and formal) promoted in a 4-color double page Leather Industries 
of America ad in October HOLIDAY. 


Leather captivates your fashionable customer—the woman who 
buys distinctive quality. And leather shoes mean multiple sales 
and repeat business, as highlighted in the Leather Industries of 
America 4-color double page ad in September 1 VOGUE. 


Leather Industries of America 
411 Fifth Avenue 
New York 16, N. Y 


Please send me .nerchandising kits on the 
following promotions: 


C] New Yorker [] Vogue 
C) Parents’ (J Esquire 
(C] Charm (] Holiday 
Name 

Address 


City Zone..... State 
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$5—*6 SHOES 


Blue Bonnet Fit — backed by Blue Bonnet value — continues 


to pace this complete juvenile line to a new 
/\ sales peak. COMPARE! 





makers of 


BLUE STAR 


Shoes 
for Boys 


(IN STOCK) 


Write, wire or phone collect today for complete information about a franchise in your city ; 2 SAME DAY SERVICE 
BLUE BONNET SHOES, INC., MANUFACTURERS . 5 FRANKLIN STREET, LAWRENCE : 
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Searce Shoe Labor May Hurry Automation 





Boot and Shoe Workers President Says Critical Shortage Will Face 
Shoe Industry in 8 to 10 Years; Asks Adoption of Uniform Wage Code 


NEW YorK—A step-by-step advance 
toward ultimate push-button produc- 
tion of shoes has already begun, while 
much more widespread automation in 
the industry is oniy 8 to 10 years away. 

John J. Mara, president of the Boot 
and Shoe Workers’ Union, told 250 ac- 
credited delegates to the biennial con- 
vention of the union in the Hotel New 
Yorker that the inevitability of auto- 
mation flows from the threat of the 
“greatest peacetime labor shortage in 
the history of the country.” He said in 
about the next 10 years “this is going 
to have a tremendous bearing upon the 
shoe industry as wel! as on the shoe 
production worker, economically, so- 
cially and technologically.” 

In the next 10 years, with U. S. pop- 
ulation risen to 204 million, or an in- 
crease of 20 per cent, said Mr. Mara, 
the work force will have risen only six 
rer cent. Such a discrepancy, now al- 
ready established. will increase as the 
non-productive population — including 
five million persons older than 65 and 
16 million younger than 20 years of 
age—continues to broaden from the 
present base. 

“The labor pooi of skilled shoe pro- 
duction workers will be in a state of 
constant shrinkage over the next 5 to 
20 years,” declared Mr. Mara. “The 
heyday is over. The shoe workers’ aver- 
age age will get older and older as 
fewer young people are drawn into shoe 
factory work.” 

In the face of this trend, and despite 
resistance or apethy, Mr. Mara cited 
six factors that will force the move 
more swiftly toward automation: 


(1) The shortage of skilled labor, (2) 
the lack of younger recruits, (3) the 
high cost of labor, (4) a shorter work 
week in which to produce more than 
700 million pairs of shoes, (5) the need 
for higher productivity to counteract 
higher labor costs, shorter week and 
higher prices, und (6), competition 
from other industries. 

The speaker said automation con- 
sists of four basic functions: (1) to 
move materiais from machine to ma- 
chine so that they may be assembled 
progressively, (2) have a machine as- 
signed foi a particular job, (8) adjust 
changes in the production to changes 
in the machine, and (4) the proper 
feeding of information into the ma- 
chine. 

Mr. Mara said automation would de- 
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stroy itself if it created any serious 
unemployment simply because it would 
tend to undermine a mass consumer 
market, but he said it could bring sub- 
stantially higher incomes for shoe pro- 
duction employes. 

He said in the future a mass train- 
ing program will be necessary for the 
labor force. He foresaw salaried rather 
than piece workers, and stressed that 
these changes would not decrease the 
labor force, but would rather mean a 
shift to new kinds of jobs—to higher- 
paying and more technical jobs. 

Mr. Mara also called for a uniform 
wage code for the country’s 240,000 
shoe production workers to redress the 
inequities “of wages on a state-by-state 
basis.” 

He declared few large industries 
showed such fluctuations as did the 
shoe industry, ranging from a high of 
$1.78 in California to a low of $1.24 in 
Virginia — “and even lower in some 
Southern states whose figures are not 
listed officially by the Bureau of Labor 
Statistics.” 

In four states that produce 55 per 
cent of the shoe product there are very 
sharp differences in wage rates. Also, 
the imbalances of weekly hours worked 
would compel a worker in Virginia to 
two more days’ labor to match the 
earnings of a shoe worker in Massa- 
chusetts. 

Mr. Mara called it morally and ethi- 
cally wrong for shoe manufacturers to 
“wring a competitive advantage” from 
labor rather than make use of “such 
tactors as styling, merchandising and 
promotion, sales aggressiveness, tech- 
nological know-how and other natural 
channels of building a business and 
making a profit.” 

He envisioned a wage code based on 
a parity system with metropolitan 
areas setting almost identical rates all 
over the country while plants situated 
in smaller communities with lower 
costs of living would adjust their rates 
to 90 or 95 per cent of the rate in effect 
at the closest metropolitan area. 

He pointed to the dress industry as 
an example. Such a plan was success- 
fully introduced in 1933 in collaboration 
with the International Ladies Garment 
Workers’ Union. He said a uniform 
wage code was also in operation in 
Quebec, the center of Canada’s shoe 
manufacturing industry, worked out by 
a joint committee consisting of manu- 
facturers’, travelers’ and trade union 

[TURN TO PAGE 24, PLEASE] 


H. O. Toor Shoe Companies 
Names Levy Executive V-P 


HANOVER, PA. — The appointment of 
H. C. Levy as executive vice-president 
of the H. O. Toor Shoe Companies was 
announced by Harold O. Toor, presi- 
dent of the organization. 

Mr. Levy brings to his new position 
more than 20 years of experience in 
the shoe industry. Former president 
of Dale Footwear in Coopersburg, Pa., 
which he founded in 1946 upon his re- 
turn from overseas duty with the army 


H. C. LEVY 


air forces, Mr. Levy, since 1950 was 
vice-president of J. Edwards, Philadel- 
phia manufacturers of childrens’ shoes. 
Prior to entering the armed forces, he 
was in charge of the Women’s Novelty 
division of Endicott-Johnson. 

As vice-president, Mr. Levy will assist 
in all phases of marketing, merchandis- 
ing and manufacturing. 

According to Mr. Levy, “The acquisi- 
tion by the company of the Fein and 
Glass factories in Reading and Bern- 
ville, and the A. S. Kreider factories 
in Annville, Pa., in addition to the 
H. Jacobs factory in Hanover and the 
H. O. Toor factory in Emmitsburgh, 
Md., has created one of the largest pro- 
duction potentials among independent 
manufacturers of juvenile shoes.” 

Mr. Levy has been active on many 
committees of the National Shoe Manu- 
facturers Association, and has served 
the technical sessions on children’s 
shoes at the Factory Management Con- 
ference. 


Dunham Buys Shoe Company 


BRATTLEBORO, VT.—Dunham Broth- 
ers Company, has purchased the Great 
Scott Shoe Corporation, of South Mil- 
waukee. Parsons, Friedmann & Cen- 
tral, Boston, Dunham’s agency, will 
take over the advertising for Great 
Scott shoes. 











A. S. Beck Names Winfield 
To Vice-President Vacancy 


New York—S. L. Winfield, shoe 
merchandising executive, has joined 
the A. S. Beck Shoe Corporation here 
as vice-president in charge of the men’s 
shoe division. 

Mr. Winfield fills the vice-presidency 


S. L. WINFIELD 


post left vacant by the death of Melvin 
H. Reese in February. 

Prior to his joining the Beck organi- 
zetion, Mr. Winfield was national mer- 
cLandising manager of the Regal Shoe 
Company and general manager of 
Regal’s retail operations in the New 
York metropolitan area. 

During his association with Regal 
Shoes, the firm’s merchandising pro- 
gram underwent a major modification, 
with emphasis on store renovation and 
pushing of advanced styling. 

Before joining Regal Shoes in early 
fall, 1954, Mr. Winfield was merchan- 
dise manager for the Florsheim Shoe 
Company in Greater New York for 
seven years. He previously served as 
a Florsheim store manager and as 
temporary operations head of various 
of its retail stores outside New York. 

He has taught shoe merchandising 
classes at City College and at several 
other schools. 





Anti-PX Protest by Retailer 
Put in Official Senate Record 


WASHINGTON, D. C. — Senator Den- 
nis Chavez (Democrat, N. M.) has 
placed in the official record of Senate 
hearings on the $38 billion defense 
money bill the protests of a New Mexico 
shoe retailer against the continuing en- 
croachment of the Army and Air Force 
into retail selling. 

The footwear retailer, Kar] Stern- 
berg of The Fair Store, of Belen, N. M., 
protested the plans of the Army and 
Air Force post exchanges to sell chil- 
dren’s shoes. He said he believed that 
the list of items post exchanges are 
permitted to sell should be drastically 
reduced, not enlarged. 

Both the Senate and the House are 
receiving the protests of retailers who 
are being hurt by Army and Air Force 
exchanges. 
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Survey Says Shoe Industry’s Production Goal Will be Met 


New YorkK—‘“Prospects are favorable 
for an uptrend in the shoe production 
cycle, which should continue well into 
1958,” says The Value Line Investment 
Survey published by Arnold Bernhard 
& Company. The pace of new ordering 
has improved, as sales at retail have in- 
creased and inventrries have been 
worked down. Strong retail sales 
should act as a prop under production 
this year and next. 

Per capita consumption of shoes has 
trended upward steadily since 1949, 
reaching an estimated 3.51 pairs in 
1956. If demand simply holds at this 
level in 1957 and if production is merely 
adequate to meet this need, the survey 
states that the industry’s goal of 600 
million pairs will be reached this year. 
Furthermore, a production of well 
above 600 million pairs could be realized 
in 1958 if consumption continues to 
rise and/or if inventory accumuiation 
is resumed. The preliminary estimate 
for 1958 production is 615-620 million 
pairs of shoes. 

“Fresh polish is brightening the shine 
on the shoe stocks,” the survey ob- 
serves, “(Generally a lacklustre group, 
they are ca:ching the investor’s eye for 
a pair of reasons:” 

(1) The production cycle is rising. 
(2) Readjustment of interest rates 
throughout the economy has carried the 
shoe equities, held primarily for in- 
come, to the point where many provide 
very generous and well-assured yields. 
They offer a haven for the investor’s 






funds at a time when issues boasting 
more dynamic growth potential ap- 
pear overpriced. 





Manufacturers of Kickerinos 
Introduce Casuals Innovation 


MILWAUKEE—Hampton Shoe Corpo- 
ration, producers of Kickerinos, an- 
nounced plans for a late fall selling 
line which will supplement its regular 
offerings and introduce a construction 
innovation in women’s casual footwear. 

According to Erving Gerber, general 
sales manager, the new construction 
will emphasize lightness and flexibility 
in the inner parts of the shoe. 

“This idea is something that the 
trade has been asking for,” he says. 
“Our men will be out on the road with 
it by July 1. Deliveries should start 
in September for October and Novem- 
ber retail selling.” 

The inside modifications of the shoes, 
-ads Mr. Gerber, are patterned after 
construction being successfully em- 
ployed by shoe manufacturers in 
France and Italy. No trade name has 
been designated for the new models as 
yet, but an extensive advertising cam- 
paign is being planned for areas where 
it will be introduced. 

Advance showings to several key ac- 
counts, notes Mr. Gerber, resulted in 
enthusiastic endorsement of the new 
construction principle. 





Chase & Sons Acquires Control of Gro-Cord Rubber 


Lima, O.—Chase & Sons, Inc., with 
main offices in Quincy, Mass., and plants 
in Quincy and Randolph, Mass., have 
recently acquired a controlling interest 
in Gro-Cord Rubber Company here, 
according to information released by 
Forest Moor who will remain as presi- 
dent of Gro-Cord. 

Gro-Cord Rubber Company of 
Canada, Ltd., with facilities at Tillson- 
burg, Ontario, wholly owned by Gro- 
Cord Rubber Company, will continue 
to operate as a subsidiary as will the 
Alfred Hale Rubber Company, Inc. 

Chase and Sons, Inc., is a leading 
manufacturer of insulating tapes and 
other insulating materials for the 
cable and electrical industry with dis- 
tribution throughout the United States, 
Canada and England. Francis M. Chase 
of Cohasset, Mass., is president of the 
Massachusetts firm. Edward L. Chase 
of Brockton, Mass., is treasurer and E. 
Edward Colligan of Canton, Mass., is 
vice-president and sales manager. 

In announcing the change in stock 
ownership, Mr. Moor said that the 
acquisition will enable Chase & Sons, 
Inc., and Gro-Cord to progress due to 
the advantages of diversification, ex- 
panded resources and facilities which 
will be immediately available. The new 
association will add to Gro-Cord’s 
strength and assure its ability to handle 
large scaie commitments and maintain 
capacity production for prompt delivery 





to meet the needs of the shoe industry, 
said Mr. Moor. Gro-Cord Rubber Com- 
pany has for 38 years been the shoe 
industry’s best known manufacturer 
of workshoe soles and heels. 

Present methods of distribution and 
representation of Gro-Cord products 
will continue. All manufacturing of 
Gro-Cord products will continue to be 
centered in the Lima, O., plant and in 
the plant at Tillsonburg, Ontario. 

In his statement, Mr. Moor outlined 
some future plans for Gro-Cord under 
the new association. The laboratory 
and research facilities of Chase & 
Sons, Inc., will be combined with those 
of Gro-Cord to assure continued prog- 
ress in product development. 

Gro-Cord has made many contribu- 
tions to improved, longer wearing and 
safer workshoe soles and heels. Two 
Gro-Cord developments which have had 
lasting effect in the shoe industry were 
the combination of rubber and cord-on- 
end and the combination of Neoprene 
and cord in soling materials. The pres- 
ent Gro-Cord line of workshoe soles and 
heels will be expanded to include new 
types of materials. 

In a previous acquisition, Gro-Cord 
had acquired The Alfred Hale Rubber 
Company, manufacturer of sport and 
casual shoe soles and heels. As soon as 
possible the Alfred Hale line will be 
placed back in full production. 
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Charges Shoe Industry Is Starved for Color 





Allied Kid Company Fashion Director Says Absence of Color in Fall- 
Winter Lines Is Alarming and the Situation Is Killing Off Extra Sales 


By GERALDINE EPP 


Sr. Louris— American women are 
being color starved by the shoe indus- 
try, accuses Helene O’Hara, fashion di- 
rector of the Allied Kid Company. In- 
stead of killing off extra sales by 
offering only darks, white and no-col- 
ors, th2 industry should unite in pre- 
senting “Yes” color, the leather author- 
ity told St. Louis shoe manufacturers 
while in that Midwest city for the pre- 
miere of the resort-spring-summer col- 
lection of Allied kidskins. 

Miss O’Hara said, “The absence of 
color in the fall-winter lines is alarm- 
ing. There was a like situation last fall 
and there was also a funeral at retail. 
Right now, the white dresses and black 
shorts in fashion call for accent shoes. 
They are not widely available. The 
city sheers and country club prints also 
starve for colored footwear. The re- 
peated pale pastel diet had gone a bit 
stale, but many a woman would gladly 
have settled for a pink, a blue or a yel- 
low shoe in this May-June sadness.” 

“If every black sheath-type dress 
(and the sheaths now go sheer for 
early holiday selling and for second re- 
sort season) has to be accompanied by 
a black shoe because merchants have 
no brights, how can a woman make her 
mark in this everywhere alikeness? 
Keeping up with the Jones’s is one 
thing; being counterparts is another. 
Take a woman’s advice: have bright 
shoes for holiday selling.” 

There are retailers, the leather rep- 
resentative stated, who say they can’t 
do resort shoe business in their towns. 
But these men, Miss O’Hara feels, are 
those who look upon the resort as a 
fifth season. “It is our premise,” she 
emphasized, “that resort is two almost- 
seasons with spring sandwiched in be- 
tween, and therefore it is important.” 

The earlier of the two “almost-sea- 
sons” is an enchanting period as defined 
by Allied’s fashion director. 

“It is a season in the sun by sea, by 
air or by land. It is not as restful as 
it sounds; for sightseeing, getting an 
even tan or scooting over the links is 
not only enervating, but requires many 
costume changes. Nobody suns and 
dances in the same cotton, but women 
have been doing it on one pair of shoes. 
The promotion of a do-it-all—a neutral 
—is an erroneous theory from which 
the shoe industry has suffered. 

“The timing on the first resort season 
is a trickle in November, a spurt at 
Christmastime, and peak in January 
and February. The stay-at-homes wave 
good-pye to their friends, feeling sorry 
for themselves. A woman’s nature is 
to satisfy an unfulfilled emotion with a 
positive act. She sallies forth to buy a 
pale coat, and if she’s lucky, a bright 
shoe. Breathes there a merchant who 
can say he has no resort business? He 
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hasn’t even cultivated a holiday busi- 
ness. The second almost-season follows 
Easter, and will be a longer summer 
selling period with Easter on April 6.” 

In the earlier era of colored leather 
business, side leather had staples only, 
or colors by request only. Today, Miss 
O’Hara reports, Allied’s side-leather 
division is as fashionable as the others. 
This, she points out, is not just because 
colored leather is a large portion of 
Allied’s business, but because we believe 
that color is an important part of our 
industry; because it has been neglected 
and the take-home pairage of shoes 
across the country is too small. 

“Our part of the remedy is to give 
you a program as we see it, based on 
our best efforts of fashion research. 
For resort and post-Easter, pick a 
group of brights, play them singly and, 
to prove you believe in them, join them 
together with white and black. After 
a serious starvation diet of no color, 
women will really want color shoes.” 

The color calendar, as suggested, 
lines up as follows: November: the pale 
toe or quarter shoe, plus a few teaser 
brights; December: the bright shoe for 
resort and holiday partying, multi- 
colors; January: the red shoe, the gun- 
metal patent, the neutral spectator; 
February: gray suede, textures and 
smooth; March: all-over pale shoe, blue 
shoes if it’s a blue city, more red; 
April: bridal white—it’s almost as big 
a bridal month as June—brights and 
multis; and May: graduation white, 
spectator types, brights and multis. 

Specifically, Allied’s colors for the 
season ahead are based on a bright 
theory. As a first grouping, backed by 
the color committee of the Tanner’s 
Council, Allied offers Kachina, tur- 
quoise; Sundown, orange; and Pueblo 
Yellow. 

In a softer, but still-bright vein, there 
is Azalea, a romantic pink; Butterfly 
blue; Yellow Tulip, a clear yellow, all 
creaminess removed; Salad Green, a 
crisp color; Orange Phosphate, like the 
other four, it is harmonious with black 
and white sportswear, yellows, beiges 
and mild grays. Paprika, a pastel red 
that is a repeat color, completes the 
group. 

For the fashion pace-setters, Allied 
offers a trio of colors in the annual 
pastel favorites of pink, blue and yel- 
low: Petunia Pink, the base a pastel 
red, chalk added, depth incorporated; 
Yachting Blue, similar formula, ap- 
plied to bright blue; and Sundust, with 
a hint of chamois, whitened but posi- 
tive. They are suggested as a promo- 
tion for a new resort town shopping 
center, or for the pitch of a resort sea- 
son by an established fashion store. 

The mauve picture, neglected by 
many retailers in 1957, is stressed 








again for 1958. The pale new version 
offered by Allied is Lilactime. As a 
darker, tone partner there is Juliet. 
Two tones of green, the pale Sprig 
Green, sprouting further into Salad, 
also are favored. 

“White, yes,” Miss O’Hara stated. 
“White for brides, white for graduates, 
white for flats, sandals and pumps. 
White has new significance,” she added. 
White and bright blue, white and red 
and white with a brown we call Hand- 
some. Handsome is for spectator trim. 
White, white kid, white Vodelle, white 
Cobhlewhite—in all these we believe 
with brights. And one of the most ex- 
citing whites — white soles — textured 
Bissuti or white sueded splits.” 

For the interim between resort and 
summer, spring, black and gunmetal 
patent are on the agenda. Black kid is 
too. In the bluer casts of Meteor, called 
Sea Mist by the Tanners’ Council, and 
Alexandra, a Gull gray, gray is in the 
first family of color. Meteor is volume, 
Alexandra is safe. With grays and 
blues in the foreground, the red shoes 
will rise in pairage. 

Added to Vanilla, Cottonwood and 
Meerschaum as smooth color neutrals is 
Tapioca, a very country-cream tone. 
Reminding the audience that we are 
neutralizing ourse!ves to death pairage- 
wise, Miss O’Hara said a new usage of 
the term gives the solution. “The an- 
swer is neutrals aren’t an absence of 
color, but a neutral of a color family. 
The neutral done as a toe or a quarter 
of a spectator base, but joined with 
patent, black kid or Handsome Brown. 

Color has its fashion facet, texture 
its own. And texture continues im- 
portant. It is Miss O’Hara’s belief, 
however, that grains should be discreet 
and this seems a logical conclusion in 
an era of slim shoes. It also is her be- 
lief that the white grained spectator 
will repeat its 1957 success in 1958. 

The silhouette will have four general 
developments for the new season, Miss 
O’Hara feels: the sandalized pump, the 
closed-up sandal with strategic open- 
ings, wide-wide stripping shoes and 
narrow, square toes. 

“The Close the Toe Club’ has an 
amazing grip on the entire industry,” 
she said. “Our impartial and practical 
survey shows that an all closed toe 
season is a natural to lose customers 
in droves.” Women have worn the 
gypsy for comfort; women like the ap- 
peal of painted toenails, she explained. 
So, she offered the wide stripping shoe 
as news. “A closed back, open-toe san- 
dal has a tremendous chance,” she pre- 
dicted, “and the cheesecake value of 
the muleback remains unchallenged. It 
will be no surprise if the ankle strap 
returns.” 

Treatments, cited as significant for 
1958, include the white sole, textured or 
sueded as an accent; pipings; finest of 
stitching in many rows for collars or 
insets; geometric shapes in vamps or 
quarters; the T-strap in new versions; 
embroidery as insets; spectator flats; 
oversized flat leather buckles; the two- 
color shoe; and colored suede mule- 
backs for resort. 
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Expects Scarce Shoe Labor 
To Hasten Automation 
[CONTINUED FROM PAGE 21] 


organizations. 

Mr. Mara hoped a merger could be 
effected between his union and the 
United Shoe Workers’ Union, but he 
indicated there were many technical 
matters that had to be worked out, the 
principal one being that there were six 
territorial representatives who were not 
subject to the authority of the presi- 
dent. 

“If we can work together in the Mid- 
west area, we can do it on a nationwide 
seale,” said Mr. Mara, referring to the 
cooperation by both unions in the fall 
of 1955 throughout the joint negotia- 
tions with the Brown and International 
Shoe Companies. A “gentlemen’s agree- 
iment” has been in effect between the 
two groups since March, 1952. 

William Sweasy, of the Red Wing 
Shoe Company, Red Wing, Minn., told 
the convention of the effectiveness at 
his plant of a monihly luncheon meeting 
“to keep communications open.” 

This device, used primarily to see 
that regular grievance procedure chan- 
nels were set and that a number of de- 
tails affecting working conditions were 
in order, grew, said Mr. Sweasy, until 
it embraced such matters as suggestions 
for improved operation, social func- 
tions, credit unions and a host of mat- 
ters that knit the labor force and man- 
agement into a smooth-functioning op- 
eration. 

John E. Dickenson, sales manager of 
the Albert H. Weinbrenner Company, 
Milwaukee, tried to bridge the gap of 
understanding between labor and man- 
agement by reporting to the delegates 
that while 600 shoe manufacturing 
firms showed a profit last year, 300 
showed losses. He said a third of the 
industry did not make a profit, while 
the average profit of the 15 leading pro- 
ducers averaged less than four per 
cent. 

He found no cheer either in the fact 
that although women who were wearing 
three pairs of shoes per woman in 1921 
and were wearing 4.6 pairs in 1956, the 
average consumption of men’s shoes 
had shown practically no change. 

However Mr. Dickenson saw a 
“brighter side” in the drives being con- 
ducted to increase shoe consumption, 
the explorations being conducted in new 
methods of manufacture, distribution 
and merchandising, and the interest be- 
ing shown in assigning specialists to 
cope with industry problems. 

David Ward, president of the Trim 
Foot Shoe Company of Farmington, 
Mo., declared himself in favor of put- 
ting the emphasis on positive relations 
between labor and management. He 
deemed five cardinal points essential: 

(1) Respect for each other, (2) Prac- 
tice of the Golden Rule, (3) Pride in 
workmanship, (4) Better morale, and 
(5) Recognition that profits are nec- 
essary to a living wage. 

Sam Sullivan, retailer from Laredo, 
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Tex., and forme? president of Inde-Stolz, advertising manager of Brown 


pendent Shoemen, advocated a greater 
local tie-in in the existing promotional 
work of the union which he highly 
praised. He had nv doubt that smart in- 
stitutional advertising would sell a 
greater total pairs of shoes and said 
he admired the restraint shown by Bill 
Scanlan, whose copy writing for the 
union played down direct self interest. 
The convention voted to approve reg- 
ular conventions every four years, to 
increase Mr. Maza’s annual salary to 
$17,500 from $10,000, to intensify or- 
ganization efforts in Canada, to com- 
mend the AFL-CIO for its efforts to in- 
crease the current wage rate minimum, 
to establish its position as one calling 
for a work week of 35 hours, provide 
job security for workers displaced by 
shifting plants, and to ask Congress to 
enact legislation restoring full benefits 
to women retiring regardless of the 
lower age limit now provided for. 


Lester Tober New President, 
St. Louis Shoe Manufacturers 


St. Louis—Lester V. Tober, vice- 
president of the Tober-Saifer Shoe 
Manufacturing Company, has_ been 
named president of the St. Louis Shoe 


LESTER V. TOBER 


Manufacturers Association for the 
1957-1958 term. He succeeds Robert G. 


Shoe Company, who becomes chairman 
of the board of directors for the or- 
ganization. 

Other officers elected at the June 
meeting include Norfleet H. Rand, In- 
ternational Shoe Company, first vice- 
president; McLeod Stephens, Johnson, 
Stephens & Shinkle Shoe Company, 
second vice-president; and Harry Ben- 
nigson, Hamilton Shoe Company, trea- 
surer. 

In addition to Robert Stolz, chair- 
man, the board of directors includes 
Paul E. Johansen, Valley Shoe Cor- 
poration; A. V. Wheeler, International 
Shoe Company; Fred J. Weber, Weber 
Shoe Company and Bert L. Bishop, 
Deevers Shoe Company. Retiring from 
the board this year are T. F. Schroth, 
Brown Shoe Company and Gale L. 
Pate, Juvenile Shoe Corporation of 
America. 

Arthur H. Gale continues as secre- 
tary of the association. 


Mail Order House Reduces 
Its Merchandising Divisions 


CHICAGO—Some changes have been 
made in shoe buying and merchandising 
responsibilities at Spiegel, Inc., local 
mail order firm. 

Wesley K. Mills, vice-president and 
zeneral merchandise manager, an- 
nounced the number of merchandise 
divisions have been reduced from nine 
to eight in the interests of increased 
efficiency and a more balanced com- 
position of merchandise lines with re- 
lationship to sales volume. 

Shoes, women’s accessories, jewelry, 
cameras, luggage and office equipment 
are now grouped under one merchan- 
dise division headed by George Garvey. 
S. Moch, former shoe merchandise man- 
ager, will handle all men’s shoe lines 
and men’s slippers. W. Cornelius, for- 
merly men’s shoe buyer, will buy wo- 
men’s and children’s slippers and chil- 
dren’s shoes. W. Cohen, formerly buy- 
er of slippers and children’s shoes, will 
buy the boy’s outerwear lines. 





Higher Shoe Output Was Expected to Rise Still More 


Shoe output in May is estimated to have totaled 49,100,000 pairs, 1.7 per 
cent higher than in May, 1956, when 48,289,000 pairs were produced. Gains 
over a year ago were witnessed in all categories except men’s and infants’ 
and babies’ shoes, an announcement by the National Shoe Manufacturers Associa- 


tion said. 


Est. 
May 
1957 
8 


,600 
2,000 
000 


Apr. 
1957 
9,366 
2,116 
25,222 
6,275 
3,478 
6,379 


(thousand pairs) 
Men’s 
Youths’ and boys’ 
Women’s < 
Misses’ and children’s 5,900 
Infants’ and babies’ 3,100 
Other 6,500 


May 
1956 


5 Mos. Totals ~ 

% Change ——— 
May-May 1957 1956 
12 45,414 48,702 
9,774 9,612 
124,756 124,737 
33,745 34,865 
17,440 17,781 
26,657 


% 
Change 
—6.8 
+1.7 
+0.02 
—3.2 
—1.9 


+ 
4 
4 
+ +8.1 


: 28,825 








Total 49,100 52,836 


3.6 
8.5 
2.6 
3.4 
1.9 
7.7 


+: —0.9 


259 ,954 


A preliminary estimate of June output, based on manufacturers’ reported 
schedules, places production last month at approximately 48 million pairs. This 
would represent an increase of 7.1% over 44,806,000 pairs produced a year ago. 


262,354 
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Now millions walk in greater comfort 


on improved 


Millions are walking on famous Onco 
Innersoles every day, just as they 
were thirty years ago. 

Millions more can now obtain still 
greater comfort from shoes made 
with Improved Onco, manufactured 
from Brown Company’s exclusive 
Solka® pulps. 

Onco is only one of many Brown 
Company products which are better 
today because of 17 million dollars 
invested in plant and process im- 
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provements in the past three years. 
This Improved Onco provides 
maximum flexibility from toe to heel! 
It's packed with features that add 
sales appeal to your shoes — resist- 
ance to sweat, odor, bacteria and 
mold. It has improved dimensional 
stability, uniformity, Comfort- 
Depth® and transverse rigidity. It 
will outlive your shoes! 
Remember—Onco utilizes the fin- 
est cellulose fibres combined by the 


/ 
A 








Ro , 
al 





innersoles 


best process with the best binder 
for the job. If you've not investi- 
gated Improved Onco, write our 
Boston office, Dept. CA-7, for sam- 
ples and complete information on 
this perfectly balanced, extremely 
flexible cellulose innersole. 


BROWN [ij COMPANY 


Berlin, New Hampshire 


General Sales Office: 
150 Causeway Street, Boston 14, Mass. 


INSOLE-ATED-/irst and still finest afoot 









STYLE? SURE! 


...it'S What you 
cant see 
that sells 

these shoes 


Of course the shoes you stock have to have 
style... the man looking in your window 
will keep on going unless he thinks “That 
looks like the shoe for me!”’ 


But shoes are sold at the fitting stool, and 
that’s where Johnsonian Guide-Steps really 
shine. It’s what you can’t see that sells these 
shoes ... it’s comfort. Comfort makes the 
man say “This is the shoe for me!” 


Johnsonian Guide-Steps combine flawless 
styling and wonderfully comfortable fit. 
They are made on Guide-Step lasts, de- 


veloped during 30 years of research involv- 
ing thousands of foot measurements on feet 
in action. They are designed to fit the feet 
in action. 


This means repeat business for you: 
Johnsonian Guide-Step style brings men 
into your store... Johnsonian Guide-Step 
comfort brings them back! For further in- 
formation write the Endicott Johnson 
division nearest you. 


Priced to retail profitably at $995 to $1295 


Nationally advertised in LIFE, SATURDAY EVENING POST, LOOK, ARGOSY, AMERICAN LEGION 


and FARM JOURNAL 


A PRODUCT OF MENDICOTT JOHNSON 


GUIDE- STEPS 
ENDICOTT JOHNSON CORPORATION, ENDICOTT 1, N.Y., ST. LOUIS 22, MO., NEW YORK 13,N.Y. 
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Editorial Outlook 





United Action 
To Stop Early Clearances 


ID-YEAR finds the shoe business rolling along 

in high gear, with every indication that it will 

increase its momentum in the months ahead. 
In this issue of Boot AnD SHOE RecorpeEr, Peter B. B. 
Andrews reports that the consensus of the Board of 
Future Sales Ratings is that the second half will bring a 
healthy increase of 3.7 per cent in retail sales over the 
same 1956 period. The Board comprises over 300 
economists and marketing men both in government 
and private industry. 

Even more optimistic is the appraisal of shoe busi- 
ness by The Value Line Investment Survey, published 
quarterly by Arnold Bernhard Company, Inc., New 
York investment advisors. The June 17th issue of The 
Value Line finds the shoe industry “in an enviable posi- 
tion. Its readjustment appears to have run its course. 
Retailers, reluctant to carry high inventories because of 
the difficulty of obtaining money, have allowed their 
stocks to decline. In some cases, this meant lost sales 
in the busy Easter season, when trade was brisk . . . 
at any rate, output is not likely to be held down by 
inventory liquidation in the months ahead.” 
® As this is being written, the country generally is 
enjoying excellent weather. Long range weather fore- 
casts indicate that it will continue through July. All 
signs point to a record summer of vacations, travel and 
out-of-doors living and relaxation. In face of these facts 
it seems fantastic that shoe retailing must endure 
another rash of the clearance sales which have plagued 
it for so many years. 

There has been much discussion during the past few 
months of the necessity for increased markup. Yet 
many retailers frankly admit that during July and 
August they sell more shoes at marked down prices 
than they do with full price tags. 

From semi-annual affairs, clearances have mush- 
roomed into three and four times a year events. Each 
has shortened its selling season and cut its swathe 
through that season’s profits. When a way to reverse 
this growing trend is found, the problem of markup 
will assume its true proportions. 

A clearance sale serves a very useful economic 
purpose which is clearly indicated in the word “clear- 
ance”—to clear out odds and ends at the close of a 
selling season. The dozens of other reasons and excuses 
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for clearances, such as reducing inventory, making 
room for stock which will not be saleable for 30 or 
60 days, trying to beat the fellow down the street to 
the punch or striving to beat last. year’s figures, simply 
have no economic justification. 

The industry’s present position, which the Value 
Line finds so “enviable,” is undoubtedly a reflection of 
the general prosperity of the country, but unprecedented 
promotion by industry groups, manufacturers, and re- 
tailers, and the new and completely different appearance 
of the pointed toe have contributed substantially to it. 

In 1958 the industry will embark on a still more 
ambitious promotion campaign. The full impact of the 
obsolescence created by the pointed toe will not be 
felt until next spring. 
® The stimulation of the industry’s increased promo- 
tion and the fashion excitement generated by this new 
shoe shape may touch off an unprecedented wave of 
spring buying by retailers. Easter comes two weeks 
earlier next year and post-Easter clearances are eagerly 
awaited by the rank-and-file consumer. The industry 
must be ready with an effective program to prolong the 
Easter selling season, to take full advantage of the 11 
weeks of spring which will follow it. Easter clearances 
and the markdowns which accorfipany them must not 
be permitted to destroy what can be the promotional 
opportunity of a lifetime. 

For the first time, and fortunately, we have the 
machinery necessary to draft and implement an all-out 
campaign to realize this objective. Comprised as it is 
of manufacturers, retailers, and chain stores, The Na- 
tional Shoe Institute is the logical agency to undertake 
this important work. 

To the Institute’s announced purpose “to sell more 
shoes to every member of the family,” Boot AND SHOE 
RECORDER suggests a most important additional purpose 
—to sell them in an orderly fashion, at the right time 
and, above all, with the right markup to the retailer. 

With industry-wide support, these purposes are en- 
tirely possible of accomplishment. The RecorDER offers 
its services in publicizing any plan the Institute may 
devise and in bringing its details to the shoe retailer 
and the man at the fitting stool. After all, they are the 
most important link in the entire shoe distributive 


chain. 
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LARGE LOOP FASTENER 
what's 3 on all models... 


| IN Ey WAZ » This new fastener has 


one large loop for 


with | 4 y ' easy-on, easy-off. . . 


is flexible for 


ua Deu? v | adjustment, and has 


fingertip tab. 


Resa Doave ... mate only by LUCKY ... only LUSCH Y makes Zea Dewees 
ok ed.@ Any) ot eee oo 
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Lucky's #70 
for low heel al 
the ALL-TI 


LARGE DECORATIVE 


BUTTONS 
on all models... 


guaranteed rust-proof 


ng froom3d tke rent o 





for Medium Heels 


satin finish 


Smooth, satin-like frosted finish, 
now available in two models: 


#808 SATIN..FORM FIT 
for Medium Heels 


#909 SATIN.. FASHION FIT 
for High Heels 


#SATIN-CLEAR #SATIN-SMOKE Lefts and rights and a full range of sizes (4 to 10) 


Factory in LOS ANGELES Warehouse in CHICAGO Factory in NEW YORK 
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United’s new Model A cutting ma- 
chine combines for the first time the 
speed of electronic control with the 
tremendous power of hydraulics. 


Here is a new concept of smooth, quiet 


e 
power that easily slips through a single 
ply of leather or through 48 ply of 
lining or fabric upper material. 


It is safer, lighter, smaller and readily 


THE WN EWE ST adjusts to die heights from %,»” to 
2%” 
ADVAN 
om te Less fatigue through quiet operation 
DIE CUTTING and absence of shock has stimulated 


operator enthusiasm and has resulted 
in reports of increased production. 


You save on maintenance, die, and 
shipping costs. Ask your United repre- 
sentative for details on this remark- 


able new machine. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASS. 


SERVICE 
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Seeond Half of 
°57 Should Be Good 





No Installment 
Controls This Year 


The Tapered Toe 
a Plus Faetor 


Ne Minimum Wage 
Extension This Year 





SV eItGirinciin Newsreel 





by George H. Baker 


Generally speaking, retail business of all types is holding up well, and 
all the signs point to a strong second half of 1957. 

Nationwide, employment this summer is headed for an all-time record 
of 68 million wage-earners. This is 1,500,000 workers more than the 
previous high, which was reached last summer. 

Factory take-home pay is running along at brisk rates. And farm 
income is shaping up at a record level. 

All told, it adds up to good retail business. The public has money 
to spend, and the signs are that it plans to spend a large part of it on 
consumer goods. 

It’s no time to relax, however. Competition for the consumer's dollar 
will continue to be keen. Keep banging away at the two unshakable 
points of quality and service. None but legitimate shoe retailers can 
truthfully claim to provide either quality or service to their customers. 
The buying public, once educated to quality and service, has got to stay 
sold. Constant reminders from the trade are the answer. 


Government controls over installment credit won't come into play this 
year, The Eisenhower Administration has several times hinted to Con- 
gress that it would like to have “standby” authority to impose some 
strict rules over the use of charge accounts and other time-payment plans. 
But the Administration in June served notice that it is abandoning—for 
the time being— its request for such controls. The Federal Reserve Board 
said in a lengthy report that it now feels such control authority is not 
needed. Unless the nation is plunged into a war or all-out mobilization 
period, credit controls probably are not necessary, the Board concludes. 


Widespread acceptance of the tapered toe in women’s and junior misses’ 
lines is pushing retail sales to better-than-hoped-for totals. And popularity 
of the pointed toe is to continue growing, it is now believed, It is meeting 
with ready acceptance among junior misses. There’s still a lot of growth 
left in this style development before the inevitable leveling-off sets. in. 

Good weather, too, is helping to boost sales in nearly all areas of the 
nation. Dollar-wise, it’s beginning to look more and more as if 1957 
will be another banner year. Latest estimates of total factory output 
place 1957 total productions at about two per cent ahead of 1956 pro- 
duction. 


Legislation to extend federal minimum wage law coverage to larger 
retail establishments is dead for this year, congressional leaders say. 

Wrangling between proponents of extension over how far the measure 
should go in covering retail employes kept the bill bottled up in com- 
mittees until too late in the current congressional session for any final 
action. 

One of the toughest fights was over whether to adopt the Administra- 
tion’s proposal on coverage, a more sweeping proposal by labor unions, 
or a compromise version. 

The Administration had suggested covering stores which bring more 
than $1 million in goods annually across state lines and hire 100 or 
more workers. They would be exempt from overtime pay provisions. 
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Unions—in legislation sponsored by Sen. Wayne Morse, D., Ore.— 
want to bring in all workers in stores grossing more than $500,000 a 
year, and require overtime pay for more than 40 hours a week. 

A compromise was suggested by Sen. John F. Kennedy, D., Mass., to 
cover workers in stores grossing more than $1 million a year, and require 
overtime pay for these workers for more than 44 hours a week. 











Supreme Court Rules \ company formed by the merger of separate firms can’t use old operat- 
on Merger Losses ing losses as tax deductions on the new firm’s profits, the U. S. Supreme 





Court has ruled. 

The court, in a case involving a women’s apparel retail chain, said 
that the firm could not deduct losses of some of the stores which it 
acquired against the new company’s profits since “the income against 
which the offset is claimed was not produced by substantially the same 
businesses which incurred the losses.” 

Indications are that the losses in a few outlets of a chain could have 
been used to offset subsequent profits at those outlets, even after the 
merger, but not for the entire parent firm. 

The ruling is expected to have an adverse effect on many planned 
mergers on which firms would have absorbed some unprofitable stores 













for tax purposes. 






Small Suppliers Get Small suppliers of footwear to the military now have better chances to 
Break on Military Bids | gain shares of multiple-award contracts. They'll be able to file more 
- | economical bids for procurements split among a number of suppliers. 

Here’s how the new military buying policy works, using the shoe 
industry as an example: Army decides to buy 100,000 pairs of shoes. 
That’s too much, let us say, for one manufacturer to supply. So Army 
gets up to 10 bids on the procurement. Perhaps one-third to one-half 
of the bids are set aside for smaller firms. If 50,000 pairs are left open 
for bidding by any manufacturer—regardless of size—the five low 
bidders may enter bids giving a price of $5 to $8 per pair. 

Old policy: The other 50,000 pairs, reserved for small business, were 
required to be offered at the weighted average price (in this case, $6.50) 
bid by the successful firms. But many small firms found they couldn’t 
sell at that price and stay in business. 

New policy: Small firms now can bid at the highest successful bid 
figure offered for the unreserved shoes. This means $8 per pair. Likeli- 
hood is that some or many small manufacturers can meet that price 
and secure the reserved portion of the procurement. 


























A Willing Ear fer Businessmen will find willing ears for almost any type of complaint in 
Business Complaints = the next ten years in subcommittees recently formed in the Senate Small 
Business Committee. 

The Committee will study business failures, concentration in the 
electrical appliance industry, marketing franchise agreements, govern- 
ment competition with private business, tax relief, and financing needs 










of small business. 
On fair trade, the Committee plans to continue studies to determine 
[TURN TO PAGE 56, PLEASE | 
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HANDLES 
SIGNS 


your name and advertising message! 


SEALS 


your packages . . . discourages shop-lifting! 


and DELIVERS 


your merchandise in easy to 
"take" form (and that means 
NO DELIVERY COSTS!) 


a 


i 3 Sale 
Ne ianingnnnnnr nna 


« « » imprinted CARRY-PACK HANDLES 


do all this for just a fraction of a cent! °°"! 


FREE! 
(far less than string or cellophane tape) 


WRITE NOW! See how easy it is to capitalize on 
Carry-Pack’s ADVERTISING FEATURE for your store. 
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CARRY PACK COMPANY, LTD. 
Schiller Park, IWMinois BSR-7 
ion on imprinted 


Gentlemen: Please send me cost informatio’ 


rolls a month. 1 am interested 


Carry-Pack. | use___— 


CARRY-PACK in using Carty- -Pack, please send me more information. 
eee the handle Canadian Licensee: Top Paper Limited, Guelch, Ont. 


Title ___— 


that seals the a—— — a 


Company ____—_ 
package too! 1 ——— - 


city 


YOUR NAME 
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fir ame 


as featured in the JULY issue of 


PADAAR GLAMOUR 


Nationally advertised to your customers 
in your trading areo during 1957 in: 


charm 
Better Homes & Gardens 
cosmopolitan 
Glamour 
Harper's Bazaar 
’ Ladies’ Home Jyournal 
McCall’s 
Redbook 
vogue 
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i. 2 
ANCE of nite Werte 


THE HEAT’S ON .. . and we don’t 
mean the weather. There has been a 
concentrated effort on the part of 
men’s shoe manufacturers and retail- 
ers to make men more style-conscious 
. . . more aware of the importance 
and effectiveness of shoes in the over- 
all apparel ensemble. Here are some 
interesting comments along this line 
of thinking: 


¢ JOHN R. FEROCE, manager of the 
Thom McAn Shoe Store in Provi- 
dence, R. 1., says: “I have been ob- 
serving men for some time. They are 
well dressed as far as suits, shirts, col- 
lars and overcoats are concerned but 
they neglect their shoes. Not only are 
their shoes generally unshined—even 
shabby—but they are often inappro- 
priate for the occasion. It is amazing 
to see men so style-conscious about 
suits and ties and so neglectful of their 
shoes. 

“Just look at your shoes! could very 
well be an admonition as well as an 
effective theme approach to make men 
stop and take stock of the situation. 
Variations of that theme, directed to 
the distaff side, could also be instru- 
mental in putting the spotlight on the 
husband’s appearance. 

“Looking back over the years, I can 
see that the shoe industry has sold 
men on the idea of buying shoes for 
wear and for comfort. And they have 
learned well. They think of shoes as 
a commodity and want to know how 
much wear they will give. The previ- 
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ous pair wore a certain length of time 
and now they ,wonder how long the 
new ones will wear. 

“That is all right to a certain point. We 
want men to have good quality shoes 
that will wear well and give foot com- 
fort. 
more style conscious. We want them 


But we also want men to be 
to wear the right shoes at the right 
time. We want them to be as con- 
scious of their shoes as they are of 


their suits and ties.” 
* % ok 


® FRANK BOYNTON of Boynton 
Shoes in Florence, Mass., says: 

“IT picked up ideas about selling shoes 
in the family shoe store long before | 
ventured into the business. Here in a 
town of about 30,000 people there were 
already several shoe stores but I felt 
that with the potentials of the grow- 
ing number of families with steady in- 
comes, there were more people to buy 
more shoes.” 

As a newcomer, just starting out, Mr. 
Boynton has a point of view that is 
fresh and an enthusiasm about the fu- 
ture that is refreshing. He has a mer- 
chandising approach that he believes 
in sincerely. Some of the points he 
stresses are: 

“People are interested in price only to 
the extent that it represents value re- 
ceived. I don’t think it is good busi- 
ness to sell a customer something she 
doesn’t want. The average person to- 
day is intelligent enough to know 
whether she is buying something she 
really wants or merely something you 
made her think she wants. Satisfied 
customers are your most powerful ad- 
vertisements and the more you can 
develop them, the more certain you 
can be of increased sales volume. 

“TI know that in some business quar- 
ters it is felt that the old axiom ‘the 
customer is always right,’ is corny and 
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outdated. But I say—just try finding 
a new way to keep your customers as 
friends and, at the same time, tell them 
how wrong they are in their demands. 
I know such tactics won’t work. The 
customer must always feel that she is 
right but you could be right too. Tact- 
ful 


patience will always resolve the matter 


suggestions and _ understanding 


into a mutually satisfactory trans- 
action.” 
* * * 

© JOHN SONDLER, manager of the 
Florsheim Shoe Shop on Mathewson 
Street in Providence, R. 1., was dis- 
cussing the lighter weight shoes the 
other day and indicated that they have 
a ready acceptance in his area. “This 
trend to the lighter weight shoes with 
slimmer lines,” he said, “is in keeping 


with the trend toward slimmer-look- 


ing coats, narrower coat lapels, nar- 
rower hat brims and more comfort- 
able fitting apparel. 
“Lighter weight shoes are selling well 
. not only to the younger men but 
groups too. We notice 
stick to the 
after year, are switch- 


to the older age 


that men who used to 
same lasts, year 
ing to these slimmer styles. 

“We find that men are reacting to 
style trends and changes more readily 
than in the past. One reason for this 
may be that more men are bringing 
their wives along when they buy shoes. 
This is a reversal of the situation that 
used to prevail. We certainly welcome 
the idea, for when the wife is there 


she invariably induces the husband to 
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buy the newer, more styleful shoes. 
“The acceptance of newer styles for 
men reflects that the industry’s em- 
phasis and promotion is beginning to 
bring results. The more the newer 
styles are promoted, the more gener- 
ally they are accepted.” 


* * * 


FROM BOOTS TO CATTLE to “do 
it yourself” kits . . . These and many 
other activities have been occupying 
H. N. (Bert) Fisch ever since he left 
H. J. Justin & Sons a few years ago. 
Bert’s contention is that once you have 
been exposed to the feel and smell of 
good leather, you can’t get away 
from it. 

He therefore joined the Tandy 
Leather Company in Fort Worth, 
Texas, about two or three years ago 
and has been doing publicity, public 
relations, “this and that” for them. 
Now he tells us: 

“Along with other things, | inherited 
the job of writing an article for The 
Leather Craftsman, a publication that 
just recently came on the market and 
which has shown remarkable growth 
in the few months it has been in cir- 
culation, simply because it seems to 
be directed to one particular group of 
people. The leather craft business, 
along with all arts and crafts, is grow- 
ing rapidly and is receiving consider- 
able recognition from the 
throughout the United States. More 
and more of them are finding it an 
ideal outlet for the energies of many 
Recreation De- 


schools 


of their youngsters. 
partments, Camps and Scout groups 
are also leaning more and more in the 
direction of leather craft because it 
has so many advantages. It does not 
require a great outlay of money. It 
can be done indoors or outdoors. It is 
useful for all ages and can be easily 
learned and easily taught.” 

Now ... back to The Leather Crafts- 
man. It is filled with interesting edi- 
torial features along with “HOW TO” 
articles. . . . How to make frontier 
quivers, tote bags, leather garments 
and many other items. Detailed in- 
structions and illustrations are in- 
cluded. Bert Fisch’s contribution is 
an article in each issue on “HOW TO 
SELL YOUR LEATHERCRAFT.” 
Randy Steffen has done the front cov- 


ers. 
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Profile ... 


J. & J. Slater’s LARRY HORAN, JR. 


by ESTELLE G. ANDERSON 











Father and son team: The Horans 


d| 


YEARS is a tender age at which to assume the responsibility 
of the presidency of all the J. & J. Slater and Hanan stores 
but Larry Horan, Jr., carries it off with remarkable under- 
standing and capability. Despite his youth, he has already spent eleven years 
with the company. 


* LARRY, JUNIOR, has an old-fashioned approach to running the busi- 
ness . . . the direct personal contact with the customer. He is interested in 
people; likes to meet them, greet them and find out what they think. It has 
made him a favorite with the stores personnel, executive and customers alike. 
He has had an excellent background and training for his job. Don’t let any- 
one assume that he was catapulted into his important position. It took years 
of hard work and learning to get there. First and foremost . . . he is a “chip 
off the old block.” His father, Larry Horan, Sr., has been a vital figure 
in the industry for many years. Slowly and subtly he transmitted his feeling 
for and knowledge of shoes and the industry to Larry Junior and when 
the time came, he took him into the business. 


Larry, Jr., was impatient to get started—somewhere, anywhere! He left 
high school before graduation and joined the navy for a three-year hitch. 
When he got through with Uncle Sam, he went to New York University for 
several semesters. He also took a two-year business course. Then he went 
to work . . . virtually with a broom in his hand, in the stock room of the 
Slater store in Washington. He was learning from the bottom up, all right! 


When he finished that stint, he went on to the Palm Beach store in Florida 
as salesman and manager. He spent five years there and it was all to the 
good. Not only was he learning about management, merchandising and 
selling . . . he was also taking a course in romance. It was here that he 
met Joan Kickbusch, administrative secretary and teacher at the Palm Beach 
Private School. They were married in July, 1955. 


Larry Horan, Jr., his wife and their little girl, Virginia Cecile live in Harts- 
[TURN TO PAGE 57, PLEASE] 
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Fashion-Important Black . . . 


Men’s fashions for this fall have been given several 
titles, such as the “Elegant Air,” “Modified Ivy,” 


and the “Natural Look.” No matter the title, one 


thing is certain: slim, trim clothing lines and soft 
fabrics in darker shades like midnight, navy, medi. 
um blue and bluish slate gray will continue the 
demand for lightweight, simply detailed shoes and 
emphasize the importance of black leathers. 

Here is the shoe which blends these qualities per- 
fectly—a three-eyelet raglan blucher with a stitch- 


and-turn seam defining a well proportioned plug. 

Classic simplicity of line and detail distinguish 
this pattern. An unusual note is struck by the com- 
bination of severely straight lines found in the lower 
portion of the lace stay and flowing curved lines 
used elsewhere throughout the shoe. 


For further information write 
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Trends carrying through to fall in this 
black silk crepe cocktail dress with 
softly moulded bodice, cummerbund 
and slim skirt from Mollie Parnis’ 
Spring 1957 Collection. Hat by Madame 
Pauline for Gladys and Belle; MM bag; 
Varvella jewelry. Photograph courtesy 
Couture Group, New York Dress Institute. 


VERY well-dressed woman has one—sometimes 
more—smart black costume in her wardrobe. And, we'll 
venture to say, she has had them right along. Colors 
have come and gone—and she has had them, too—but 
back in her closet and highly prized, is her quietly 
elegant black suit or dress and perhaps coat. It has often 
been the backbone of her fall and winter wardrobe, 
always style-right. For these clothes are elegant if they 
are the kind of black clothes to wear with pleasure and 
the knowledge of being smartly -dressed. This kind of 
black dress has nothing in common with the little black 
dress that has to serve many purposes and ‘must be 
dressed up with accessories or dressed down to meet a 
variety of needs. 

The kind of black that we are talking about is elegant 
black and nowhere is it more fashion-right than in 
clothes and accessories for afternoon-into-evening wear. 
Materials in these black dresses are all soft and elegant; 
crepe, so good for soft folds and draping; chiffons, light 
and lovely; satin and brocade, rich and with a soft 
lustre. Some of these five-and-after dresses have skirts 
with easy fullness; some are slim, slim sheaths and some 
are full and very young. All of them are short enough 
to show the pretty curve into the ankle and the pretty 
[TURN TO PAGE 59, PLEASE] 







Open toe black suede 

mule with rhinestone and 

mother-of-pearl ornament. 
from Hannahsons. 


Tapered toe pump, half 
black moiré and half 
black calfskin. Wm. B. 






T-strap with tapered toe 
in black suede with black 


satin trim. From Cellini. 
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Elegant Black ... 


Comes early fall and nothing looks so smart and new as Black for 


late day wear. White and all the delicate pastels and glowing 
midsummer colors have lost their charm. So now is the time to 
bring out your newest styles in Black with a fashion footnote 


looking ahead to more formal after-five fall clothes. 


by ELEANOR M. RUTTY 


Tapered toe pump in 

black textured leather 

with black velvet bow. 
From Fiancées. 


New fabric in leather. 
trimmed tapered toe 
pump. From Valentines. 


Textured fabric tapered 
toe pump with dainty 
rhinestone treatment on 
vamp. From Foot Flairs. 


Tapered toe on a black 
satin pump, veiling orna- 
ment. From Dalsan. 
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plied Shoe Fitting 


E have discussed at length the fact that shoe 

salespeople should have a comprehensive 

background in the anatomy of the foot, ability 
to fit properly and also an awareness of the harmful 
effects any deviation from the normal may have on the 
entire human body. This has become a very impor- 
tant phase of the shoe business, especially in the area 
of children’s shoes. We know that style has been 
greatly responsible for increased sales in the women’s 
and men’s shoe business. However, even in those fields 
a thorough knowledge of the foot as well as proper 
fitting can be important incentives for plus sales and 
complete confidence in the salesman. 

The army has become increasingly cognizant of the 
importance of fit. It realizes that poorly fitted shoes 
are the cause of inefficiency on the part of the foot 
soldier. 

The retail shoe salesman therefore has an important 
obligation to the public. His position is unique as 
compared to that of salesmen in other clothing fields. 
He has a remarkable opportunity to play an important 
role in collaborating in the foot health of the com- 
munity, an important but often neglected phase of 
medical care. 

Greater responsibility may be assumed than is gen- 
erally realized when corrective shoes or devices are 
prescribed for individuals complaining of foot pains. 
For instance, without adequate examination it is im- 
possible to know whether what seems to be a simple 
foot condition is a beginning gangrene, a neurological 
disorder, a tumor of the foot, hip disease, or other 
serious condition. Delay in recognition and treatment 
of such conditions is fraught with great danger. 
® Perhaps the most obvious example would be in the 
fitting of children’s shoes. Needless to say, the mis- 
fitting of one pair of shoes may cause a deformity 
which will remain throughout a child’s life. 

There are many other conditions affecting the foot 
which you should have some knowledge of, but which 
may not have been sufficiently stressed. 

You’have all heard of the disease, diabetes. There 
are over one million diabetics in the United States 
But how many know that frequently the earliest sym- 
toms of diabetes and some of its serious complication: 
occur in the foot? In recent years podiatry** has 
proven itself indispensable in hospitals throughout the 
country by its specialized treatment of the circulation 
deficient diabetic foot. Dr. Charles Mayo, of the Mayo 
Clinic, Rochester, Minnesota, has stated that treatment 
of the foot by Podiatry fills an important gap in the 


** The study and treatment of disorders of the foot—Chiropody. 
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health care of the individual. The American Medical 
Association has declared Podiatry ancillary to Medi- 
cine. 

Diabetics develop insufficient circulation in their 
lower extremities at an earlier age than other indi- 
viduals. This, coupled with a loss of sensation for 
touch, heat and pain, means that a slight or majo: 
injury may go unnoticed. This, in turn, coupled with 
the lowered resistance of the tissues, may result in in- 
fection and sometimes gangrene, loss of limb or life. 
In the many hospitals where Podiatry clinics function, 
a sharp decline in the number of amputations and gan- 
grene have been recorded. 

The striking fact is that altogether too frequently « 
diagnosis of mechanical disorder of the foot is made 
when in reality the trouble is early or late diabetes. 
Buerger’s Disease, hip disease, anemia, spinal dis- 
orders, rheumatic fever, arthritis, gout, plantar wart, 
radiodermatitis (x-ray burn), Morton’s Neuralgia 
(local nerve disorders), arteriosclerosis (hardening of 
the arteries), etc., all of which may cause foot sym- 
toms. And this list is far from complete. 
© For instance, just today we saw a young lady with 
severe pains in the sole of the foot due to excessive 
application of x-rays by a doctor for the treatment of 
a plantar wart. We prescribed medication and may 
ultimately surgically remove the burned area. But at 
this stage a most important adjunct to therapy is a 
proper fitting shoe, with a heavy sole and a cut-out 
made in the sole to relieve pressure from the painful 
area. Collaboration between the expert shoe man and 
the podiatrist at this point will make it possible for the 
patient to continue walking and pursue her occupation. 
A knowledge of the diagnosis in this case would also 
indicate to the informed shoe fitter that NO FLUORO 
SCOPIC FITTING of shoes should be performed be- 
cause already the patient has been overexposed to 
x-rays. How else could the conscientious shoe fitter 
possibly manage such a problem intelligently? Obvi- 
ously, ethical liaison between the foot specialist and 
the shoe specialist can be a very rewarding relation- 
ship. 

The individual making a diagnosis of foot trouble 
assumes a serious responsibility. We would doubt that 
the shoe man wishes this responsibility. However, once 
a diagnosis is established, the professional shoe man 
may and should play a most important role in foot care. 

As already mentioned, the human foot is involved 
early in many constitutional diseases. Just to reflect 
for a moment: you have undoubtedly heard of many an 
unfortunate individual having had an amputation of a 
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The Role of 


The Shoe Salesman in Foot Health 


by Drs. MARVIN D. STEINBERG* 
and HAROLD RUBENSTEIN 


in collaboration with 


SEYMOUR HELFANT, B.S., M.S., 
L.L.B. 


Sales, Marketing and Personnel Training 
Consultant, Manager Smaller Stores 
Division, N.R.D.G.A. 


foot or entire lower extremity as a result of hardening 
of the arteries, diabetes, Buerger’s Disease, etc., but 
have you ever heard of an arm being amputated for 
these conditions? No, and that is because there is a 
marked predilection for gangrene and other diseases 
of the lower extremity and not the upper extremity. 
This again clearly indicates the great responsibility the 
shoe fitter assumes when he prescribes shoes or cor- 
rections for foot conditions. Not able to examine the 
foot properly, the shoe man is at a greater disadvan- 
tage than the doctor and much more liable to error. 

Since an improper shoe, misapplied cookie or arch 
support may precipitate serious changes in certain 
feet, it would seem incumbent upon both the shoe spe- 
cialist and foot specialist to collaborate in the interest 

*New York, N. Y., Attending Podiatrist, Jewish Memorial 
Hospital, New York City. 


+Syracuse, N. Y., Attending Podiatrist, U. S. Army Hospi- 
tal, Fort Dix, N. J. 
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of the public health. It would seem that such collabora- 
tion could only accrue to the welfare of all concerned. 
The conscientious and capable shoe fitter should accum- 
ulate quite an army of foot sufferers requiring his 
special talents since we have an ever larger growing 
number of elderly people requiring such expert atten- 
tion to prevent or ease serious foot trouble. This inci- 
dentally has little or nothing to do with “fallen arches,” 
pronation, etc. 

In conclusion, it would seem most natural that the 
foot specialist and the professional shoe fitter should be 
able to work together in the interest of the public 
health. This liaison should be maintained at an ethical 
and dignified level based upon a mutual regard for 
each profession’s specific talents. Only in such a way 
can the foot suffering public be properly cared for. 

In our experience we have enjoyed no other rela- 

[TURN TO PAGE 60, PLEASE] 
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Retail Shoe Sales 


ETAIL sales of shoes in the second half of 1957 
are expected to reach unprecedented highs for 
this period, topping the record-breaking per- 

formance of the second half of 1956. Consensus of the 
Board of Analysts of Future Sales Ratings is that 
retail sales in the next six months will exceed those 
of similar 1956 months by 3.7 per cent. 

This board comprises over 300 economists and 
marketing men, both in government and private in- 
dustry, and it has been successfully and impartially 
forecasting for more than 20 years the future sales of 
the nation’s 100 leading industries, of which the shoe 
industry is an important component. 

Production, too, is expected by the board to be well 
ahead of last year, the consensus indicating a 4.1 per 
cent potential rise over the second six months of 1956. 
This gain will be sufficient to bring total output of 
shoes past the 600,000,000 pair mark for the full year 
1957—a new all-time high. One of the principal factors 
the board involves in this prediction is the growing 
popularity of the tapered toe. Last manufacturers are 
already having difficulty in making enough lasts to 
produce sufficient shoes now on order. If they can 
catch up to the demand, it will help the production and 
of the shoe industry considerably. 

The board’s optimism is based on the prospect of 
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Seen for 


Peter B. B. Andrews seeks the opinions of over 300 key 
men in government, industry and the universities before 
predicting the near-term and long-term outlook for 112 in- 
dustries, representing all the leading industries of the 
United States. He has been contributing economic forecasts 
to Sales Management since 1934, with an outstanding record 
of accuracy, and since that time has been Sales Manage- 
ment’s consulting economist. He has done special market- 
ing studies for some 75 of the country’s leading publishers 
and marketing projects for some of the nation’s top indus- 
trial enterprises. He joined Hearst Magazines, New York, 
as economist in 1945, and also has served as consulting 
economist and research director of the National Distribu- 
tion Council of the Department of Commerce, as well as 
consulting economist to the National Production Authority. 
He went to Washington in 1941 as industrial economic ad- 
viser for General William S. Knudsen, director of the 
Office of Production Management, and served on the War 
Production Board from 1941 to 1945. In 1945 he received 
a presidential citation for World War II emergency research 
work in American industries. 


by Peter B. B. Andrews 


Supervising Economist, Future Sales Ratings 


high employment and income levels, good liquid asset 
position and confidence of consumers, fast-rising 
population with more births and fewer deaths, rising 
optimism and increased advertising budgets of manu- 
facturers and retailers, important style changes with 
more appeal than any new style has presented in 
years, general acceptance of a firm price level and 
even some price increases by the public, the shopping 
center boom, progress by both shopping centers and 
downtown stores in promoting quality, fashion, com- 
fort, attractive store atmosphere and service, low cur- 
rent inventories among both manufacturers and re- 
tailers, and the success of the effort in many instances 
to make people conscious of their obsolete footwear 
and wish for the modern. 

It is noted, significantly, that women have readily 
taken to the tapered toe, which makes rather obsolete 
the closet inventories of shoes. Men have not jumped 
into this style change as readily as women and misses 
but are also taking over the styles and should continue 
to do so for the remainder of the year. 

Upgrading of women’s shoe quality in market center 
stores is keeping some women from going downtown. 
It is expected that suburban shopping centers generally 
will feature the tapered last before many of the down- 
town stores do and will run up a good addition to their 
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All-time high in sales and production forecast by Board Analysts of Future Sales 
Ratings. Tapered toe, growth of retail outlets, expansion of shopping centers seen 
as principal factors in this record-breaking second six months. 


The Second Half of 1957 
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business in this manner. Further expansion of shopping 
centers is likely; the growth of retail outlets is empha- 
sized by the board as one of the strong constructive 
elements in the prospect. Unfavorable climatic condi- 
tions could modify the preceding forecasts somewhat, 
but the board feels that with average weather ex- 
pectations these estimated increases are conservative. 

A good economic perspective is obtained on the 
second half potential by analyzing the monthly sales 
percentage for each of several years past, as shown in 
the accompanying tabulation. The second half is almost 
invariably the best period of the year. Study shows that 
the comparison of this second half against the similar 
period of 1956 has a favorable potential in the 
slightly lower than usual percentage of the total which 
last year’s second half comprised. 

Thus, sales in the second half of 1956 were 52.7 per 
cent of the year’s total, with 47.3 per cent having been 
done in the first half. That compares with 53.1 per 
cent in the second half of 1955 and 46.9 per cent in 
the first half. The 3.7 per cent average gain in sales of 
shoes for the second half of 1957 over the similar 
period of 1956 anticipated by the board is, of course, 
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based on much more than the fact that the second 
half of 1956 was a little weaker than that period 
usually is in the longer term comparisons of these 
periods. The mathematical help in the base comparisons 
nevertheless is appreciated. ' 

Looking further back, the 1954 second half was 
actually a full percentage point higher in the year’s 
proportion than the second half of 1956. It was 53.7 
per cent, compared with 46.3 per cent done in the 
first half of 1954. In the preceding year 1953, the 
second half showed 52.8 per cent of the total year’s 
business, leaving 47.2 per cent done in the first half 
of 1953. The 1952 spread was even wider than the 1954 
extreme, with 53.9 per cent done in the second half and 
only 46.1 per cent in the first half. The 1951 spread 
was almost an even break, with 50.2 per cent in the 
second half and 49.8 per cent in the first half. The 
Korean war year 1950 might have been different, but 
war action was in the second half, bringing that half 
to 52.3 per cent of the year’s total business, with 
47.7 per cent in the first half. 

The 1949 record shows a perfect balance between 
the two halves—at 50 per cent each—and the 1948 
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proportions were 51.4 per cent for second half and 
48.6 per cent for the first half. In these earlier years, 
then, the halves tended to be more even than they are 
now, reflecting a greater emphasis placed on fall styles 
and the autumn and Christmas seasons. 

From any viewpoint, the board’s consensus indicates 
a very active second half for the shoe industry this 
year. The board feels more than ever, too, that the 
constructive factors previously outlined will finally 
bring a gain for the shoe industry in the unceasing 
struggle of all industries for a larger share of the con- 
sumer dollar. Over the years, the record of percentage 
taken by the shoe industry has not looked good, but the 
months ahead should witness an appreciable gain as 
the public leans away from large inventories of durable 
goods to more of the soft lines. The huge, basic shoe 
industry, stimulated by economic factors as well as 
favorable internal developments such as successful new 
styling and larger and keener advertising promotion, 
will be a major factor in helping to create a fine eco- 
nomic climate in the nation for the second half of 1957. 

More so than the average industry, the shoe indus- 
try ties in closely with the broader trends of business 
in the country, and the potentials of the economy as a 
whole are of vital importance in analyzing the shoe 
industry’s prospects. In this respect, the board visual- 
izes a bright picture ahead, with a strong economic 
foundation on which the shoe industry can progress. 

Employment is high for this time of year, and pres- 
ent backlog of industry orders as well as new incoming 
orders in industry generally indicate a favorable em- 
ployment level ahead. Wages have risen substantially 
over 1956 and they are at a new high per worker with 
further gains ahead. Disposable personal income of the 
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American public (income after taxes) is at a new high 
for this season of the year, exceeding $1,730 annually. 
For perspective, such income was $1,698 a year ago, 
$1,568 in 1953, $1,261 in 1949 and $538 in 1939. 
Average weekly earnings for manufacturing produc- 
tion workers this year will exceed $84, which would 
compare with $80.19 in 1956, $71.69 in 1953, $54.92 
in 1949 and $23.86 in 1939. 

For the first time in years, moreover, farm income 
is running ahead of the preceding year. A gain of 
5 per cent to 10 per cent is likely this year over 1956, 
putting the farmer in the best position to buy goods 
for some time. Soil-bank payments, good current asset- 
current liability position of the farmer and heavy sales 
of surplus farm stocks to foreign nations brighten the 
agricultural picture, therefore bolstering the entire 
economy of the country. 

Improvement of products and creation of new ones, 
stimulated by advanced research, are major factors in 
the good outlook. People are constantly upgrading 
and replacing old products—as the shoe industry well 
realizes from long experience—their appetites whetted 
by fine new products. Chris Witting, general manager 
of Westinghouse Corporation Consumer division, indi- 
cates that 60 per cent of volume now comes from prod- 
ucts not on the market 10 years ago. Similarly, tapered 
toe shoes, for an interim period at least, may form a 
major part of all shoe production. 

People can spend more than ever before, and Ameri- 
can enterprise, as reflected in advertising and selling, 
is seeing to it that the public develops the urge to buy. 
Advertising expenditures this year are likely to run 
about 10 per cent higher than in 1956, and now are at 

[TURN TO PAGE 54, PLEASE] 
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Packard-Rellin Customers Respond to Lavish 
New Retail Outlet with Increased Volume. 


Back in the days when neon lights were being pio- 
neered, Packard-Rellin was the first Milwaukee store 
to use them in display windows. 

Not too many years ago, the first all glass doors in 
any retail establishment in the city were swinging open 
for customers entering the Packard-Rellin shop at 314 
W. Wisconsin. 

So this March when the Roussy family—Charles M.., 
president, and Ralph L., vice-president, blueprinted the 
newest of their four stores, which they operate under 
the Packard-Rellin name, they were bound to come up 
with at least one more “first.” Their stopper this time 


Street view of newest Packard-Rellin store. Suspended 
window display is the first of its type in the city. 


is a striking suspended front display window—the only 
one in town—that halts traffic night and day in front 
of the new location at 172 W. Wisconsin Avenue. 

According to Charles M. Roussy, however, the 
“firsts” are not limited to the suspended window dis- 
play unit. “We’re loaded with innovations this time,” 
he says. 

Despite warnings from well-meaning friends in the 
shoe business and allied fields that Milwaukee is too 
conservative to justify a store as glamorous and excit- 
ing as Packard-Rellin’s newest, customer acceptance 


has been excellent. [TURN TO PAGE 56, PLEASE | 


View from the entrance. White marble balustrades at rear lead to the glamorous Orchid Room 
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Beverly 


General view of United's Beverly plant of 
more than one and one-quarter million square 
feet of floor space on a 91 acre factory site. 


OW starting on the second fifty years of its ex- 

istence, the Beverly, Mass., factory of United 

Shoe Machinery Corporation has evolved into an 
almost completely integrated operation often described 
as the largest job machine shop in the United States. Not 
only does the factory have its own foundry, forge, heat- 
treating, pattern, paint and tool-making shops but also 
its own water supply for industrial use and a plant which 
generates nearly 100 per cent of its electrical power re- 
quirements. These, plus office space and a huge storage 
department, occupy more than one and one-quarter million 
square feet of floor space. 

While approximately 250 machines designed to serve 
the shoe industry are made in this factory, the principal 
activity is the production of machine parts for stock. Since 
many of the machines have as high as 1500 parts, the total 
number of different parts in active stock is an impressive 
100,000. To keep on hand a full year’s supply for the shoe 
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Plant P 


Production facilities including foundry and 
industrial water supply are shown in fore- 
ground. Research laboratories in background. 


industry, requires the storage of more than 9,000,000 
machine parts, and so efficiently is this in-stock operation 
geared up that teletype rush orders received in the stock- 
room up until ten minutes of five are shipped the same 
day. This stock represents an investment of many million 
dollars. 

High as this figure is, it would be much higher and 
USMC shoe machinery correspondingly more expensive 
were it not for the practice of using a given part in more 
than one machine wherever functionally correct and of 
standardizing on such parts as screws, units, bolts, pins, 
washers and springs. 

To representatives of the shoe trade press who were 
taken on a tour of the huge factory, it was pointed out 
that many of these parts require from 20 to 30 turning, 
milling, shaping, boring and grinding operations and that 
most parts must be machined to thousandths of an inch. 
These and other manufacturing operations, as well as the 
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Half Century Mark... 


USMC factory, said to be the largest job machine shop in 


the country, builds 250 machines designed to serve the shoe 


administrative functions of production planning and con- 
trol require a high degree of competence on the part of 
the 2300 employed at Beverly. 

In the development of new machines, the Research Divi- 
sion, of course, is the first to swing into action and no 
machine is adopted for production until its real value to 
the shoe industry has been proved by placing in a shoe 
factory what might be called a field or trial model. There 
it is subjected to every conceivable test. When these have 
been completed to the satisfaction of everyone, the Re- 
search Division then turns its drawings over to the fac- 
tory. It was emphasized by United executives that since a 
separate drawing is needed for every part of the new 
machine, the drawings alone represent a large expenditure 
of man hours and money. Using as an example United’s 
new Pulling Over Machine—Model B, it was said that 
there were separate drawings for 1403 different parts: 
and that this new and ingenious machine was far from 
the most complicated one in the shop. To prepare these 
drawings the equivalent of 24 engineers working con- 
tinuously for one year was needed. 

Next step is up to the factory or Manufacturing Engi- 
neering Department. Here the first job is to analyze the 
machine part by part and drawing by drawing. Only in 
this way can these facts be determined: first, what opera- 





This battery of multi-spindle automatic screw 
machines at United’s Beverly factory pro- 
duces nuts, screws, bolts, pins, bushings, fore- 
part cutter blanks, and other parts. 
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industry and carries in active stock 100,000 different parts. 





General view of heavy manufacturing floor 
in United’s Beverly factory where bases, 
columns, and heads are machined. 


tions will have to be performed to produce each part; 
second, in what order these operations should be per- 
formed; and third, what special tools, jigs and fixtures 
must be designed and made in order to produce these 
parts. At the same time the “allowed time” for each opera- 
tion is established, this being the basis for production 
scheduling, incentive system and cost price. 

Many members of this manufacturing Engineering De- 
partment are well-rated graduates of the Beverly Co-opera- 
tive Trade School, chartered by the Commonwealth of 
Massachusetts and set up primarily to teach the machine 
trade as it applies to United’s production methods. Quite 
a few of United’s foremen and other supervisory em- 
ployees, as well as some research personnel, have come to 
United from this unusual institution of learning. 

Closely related to the work of the Engineering Depart- 
ment is that done in the Pattern Shop and the Tool Shop. 
In the former are made wooden and metal patterns for 
the foundry where casting is done. In the latter are pro- 

[TURN TO PAGE 87, PLEASE] 
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.-and the 
Factory 
Superintendent 


To the superintendent of a shoe 
factory, shanks can be almost a 
forgotten item unless a problem arises. 


Well made, properly fitted shanks 
help the superintendent avoid shoes 
that twist or don’t tread right. 

They reduce returns due to broken 
breast flaps or from shanks 

wearing through outsoles. 

United makes shanks that lift worries 
off superintendents’ minds. That’s 
why scores of leading, practical 
shoemen specify United Vita-Tempered 
steel and steel combination shanks. 
They know they can rely on them. 


VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 
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Guy Ervin shows a young miss and her mother a pair of summer shoes. The size, 





last and style of the purchase will be noted. Nordstrom’s also guarantees the fit. 


Nordstrom’s Does a Big Job. 
... With Little People 


In Seattle mothers start their children on the Nordstrom habit 
and they keep coming back because Nordstrom’s have been pio- 
neers in making children happy while shopping for their shoes. 


46 HEN 3:30 comes and you are in the stockroom 
you don’t have to look at the clock to know 
what time it is,” says Guy Ervin, manager of 

Nordstrom’s University store, 4339 University Way, 

Seattle. 

The 3:30 hour is when the teenagers start coming into 
the store or stand outside waiting for their buses to take 
them to various parts of the city from Lincoln High School 
nearby. 

As the name implies, the store’s location is deep in the 
heart of the University of Washington district, but none- 
theless little tots and teenagers are big customers. 

It is the mothers who start the children on the “Nord- 
strom habit.” Parking is accessible and it is easier to 
bring the children to this branch, and also the Northgate 
shopping center branch, than it is to take them into town. 

Mothers bring their children from West Seattle clear 
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across town, and mail orders have been received even from 
Japan and Hawaii from servicemen’s and other families 
who have been transferred from Seattle. 

The reason the mothers and the youngsters keep com- 
ing back is that they know they will always receive an 
honest fitting. This is the Nordstrom credo posted in the 
children’s department in each store: 


Our Pledge to You 

1. At every fitting we will measure both your child’s 
feet. 

2. A reminder card will be sent you as time for refitting 
to a larger size approaches. 

3. We guarantee fittings. .. . If new shoes are not com- 
fortable come in for a fit check anytime within one month. 
. .. If your shoes cannot be made comfortable we will refit 


a new pair without charge. [TURN TO PAGE 57. PLEASE | 
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Foundation 


Business paper advertising is not in itself the bridge over which merchandise is 
moved to market. It is, however, the foundation without which a strong bridge 
cannot be built. And because men of decision in any industry read the pages 
of their favorite business publications so regularly and so fully, the advertiser 
has unparalleled opportunity to tell all of his story to an interested and respon- 


sive audience—to build a foundation that goes down to bedrock. 


~ Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


Fs ry CHILTON PUBLICATIONS: Department Store Economist « The Iron Age « Hardware Age « Spectator + Hardware World 
Jewelers’ Circular—Keystone « Automotive Industries « Gas + Distribution Age +« Optical Journal and Review of Optometry 


h a Motor Age + Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News « Electronic Industries * Book Division 
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Heat Wave Slams Door 
On New York Shoe Sales 


“Has traffic been good? What are 
your customers buying? Are you plan- 
ning your sales earlier or later than 
usual?” These and similar questions 
were asked shoe retailers and buyers 
in New York. Invariably, we received 
a weather report in reply. Most of the 
merchants agreea that the sustained 
hot weather had virtually halted busi- 
ness. Stores that don’t have air-con- 
ditioning had several strikes against 
them before they even started. In some 
cases, the air-conditioning chose the 
worst time to break down. But even 
where the cooling system was in good 
order, and the store offered a welcome 
opportunity to come off the hot pave- 
ments, relax and perhaps buy a pair 
of shoes . .. there weren’t too many 
customers about. 


Once beyond the weather discussion, 
it was ascertained that business had 
been good up to the beginning of the 
hot spell and that it picked up when 
it cooled off a bit. 


Consumers are buying summer shoes 
—lots of spectators, dress shoes and 
casuals. Black patent leather continues 
to sell well. Whites are good in dress 
as well as casuals in everything from 
textured leathers to silks and linens, 
straws and meshes. 


On the question of sales, retailers 
are still following the pattern that is 
best for their individual store. In some 
cases they have moved the sale period 
up a week or so. In others, they are 
holding off an extra week. Sooner or 
later, however, the majority of them 
are counting on some sale .. . to get 
rid of their dark shoes in broken sizes. 
They will hold off on the summers and 
whites as long as practical. 


Retailers feel encouraged that their 
June figures will compare favorably 
with last year’s and that July will be 
as good. 

* oa * 


St. Louis Summer Sales 
Hit Pace of 1956 


SUMMER shoes are showing fair to 


good volume in St. Louis. Most re- 
tailers report that they are running 
about even with June of last year. 
Although traffic in many stores and 
departments is admittedly light, the de- 
mand for whites is considerably 
stronger than it was two weeks ago. 

Casuals lead in all categories. Rub- 
ber-soled canvas footwear continues to 
move steadily from dealers’ shelves. 
Women and misses are favoring canvas 
skimmers in white, navy, red, yellow, 
and combinations of colors. 

Teen-age girls are causing a minor 
run on plain white tennis shoes. For 
dressier wear, the teen-agers are pick- 
ing up white flats, smooth or straw, with 
separate and removable decorations. 
Natural colored flats are less favored 
than the all white. 

Teen-age boys and young men are 
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buying black and white saddle oxfords 
with black foam rubber soles for round 
the clock wear. At least three St. 
Louis county dealers reported that they 
“just can’t keep the saddles in stock.” 

Men’s business, listed as only fair 
by both downtown and suburban man- 
agers, is going in the direction of 
moccasin types, principally stitch and 
turn. Black polished calf is still ahead 
of brown, although brown is favored 
with nylon and shantung plugs. Canvas 
oxfords in brown, navy, charcoal and 
maroon are selling well in that order. 

When George Sandberg, vice presi- 
dent of J. P. Smith Shoe Company, was 
in St. Louis recently, he voiced strong 
optimism over the fall season ahead 
for men’s shoes. He predicts a sub- 
stantial increase in men’s business by 
fall. 

Barefoot sandals and rubber soled 
canvas playshoes are leading the tots’ 
picture, with red considerably ahead of 
all other colors. Party shoe buy for 
tots is principally in white skimmers 
and one straps, many with small bow 
or rosette trims. 





Shop Thursday 10 "ti! 9 P.M. 


3.95 


A bit of sunny Healy brought to you vie 
our IMPORTED RAFFIA CASUALS, de- 
Sqred expressly for us by Francesco. In 
NATURAL to wear with “everything. 

Sandal or slipon with cork-covered wedge, 
‘at our astonishing little price! Sizes 4 to 10. 


Matching Straw Beg, 3.00 plus tex 


DownTown PARK &. swor LOCATIONS 
An ad that suggests the world of sum- 
mer. Imported raffia casuals by Fran- 
cesco. Hahn, Baltimore (3 cols.). 
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In women’s dress pairs, mule types 
continue to sell well both for dress and 
semi-casual wear. High cork wedges 
with either straw or strip vamp are 
reported as sellout patterns. Straw 
colors lead whites in these mule types. 
In low price brackets for women, white 
low wedge slings with nylon vamp are 
moving in volume, with glass-heeled 
vinyl patterns running close to volumer 


* * * 


Business Dips 
In Boston Stores 


BosTon’s high style retail shoe out- 
lets reported that pastel colors were 
selling in larger volume than whites. 
Stores carrying middle-of-the-road 
styles found that whites were out- 
selling other colors. In patterns dress 
shoes had taken second place. Casuals 
were far in the lead. With the excep- 
tion of a few stores, volume showed 
a tendency to dip. Business was not as 
good as had been hoped for, and sum- 
mer clearances appeared to be not far 
distant. 

One observer ventured the opinion 
that women had over-bought during 
the warm days which preceded an un- 
usually late Easter. He cited figures 
released by the Boston Federal Reserve 
Bank covering department store sales 
during April. These showed that sales 
of women’s shoes in metropolitan Bos- 
ton had increased 23 per cent during 
that month as compared with April of 
last year, and were 11 per cent ahead 
for the first four months of this year. 
Children’s shoe sales showed an in- 
crease of 102 per cent for the month 
and were 9 per cent ahead for the first 
four months. 

Despite the lag during late May and 
early June, retailers were looking 
toward fall with optimism. 

The Solby Bayes store was one of 
the few which reported consistently 
good business with casuals leading the 
field. In this category, best selling 
colors were beiges, whites and ombres 
in the brown family. Straw types 
were good as were spectator pumps. 
In the more conservative dress types 
best sellers were white mesh shoes com- 
bined with white kid leather, and black 
mesh combined with black kid. 

“Almost anything in white is selling 
well,” it was reported at the Curtis 
Enna Jettick store. Among the best 
selling styles were spectators in black 
and white as well as some in blue and 
white and tan and white. 

The Bonwit Teller store in the Back 
Bay area found pastels selling better 
than whites—pink, blue, yellow and 
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green being mentioned as popular. The 
sale of whites, it was said, had been 
hurt by the cool weather of the first 
week in the month. Volume was said 
to be about the same as last year’s. 

The demand for dressy shoes was 
said to be off at the R. H. Stearns Com- 
pany store on Tremont Street in down- 
town Boston. However, there had been 
a decided increase in the call for cas- 
uals and mesh types. 


Florida Volume Falls 
In ‘In-Between Month’ 


SHOE sales this month have fallen in 
volume slightly. The winter residents 
and tourists are already homeward 
bound. It is the in-between month here 
and women have not been slow to take 
advantage of such drastic reductions 
of as much as 50 or 60 per cent. They 
took them “back home” by the dozens 
of pairs. 

Of course many of these shoes were 
of the needle-point type; it may be 
that smart shoe merchants are looking 
for a tapering off in the pointed models, 
just as a year ago there was a hurry 
to unload many of the highly decorated 
heels. Decorated heels are still in the 
picture this season, and are considered 
high style, but not to the same extent 
that they were last season. 

Toes are still sharply tapered, but 
there is a modification to the sharp 
point; that may be what will be more 
in demand later on. 

Right now there is more demand for 
summery fabrics. Burdine’s is featur- 
ing draped chiffon over vinyl, with a 
tapering heel in matching pink or blue 
lustre calf. 

Of course, white is still tops in 
everything from the low-priced chain- 
store offering to the more exclusive 
models. An iridescent white patent 
offers a lovely silhouette to a sun- 
tanned foot, and a white lace over 
satin, which has the shimmer of the 
satin peeping through the richness of 
the lace, is exquisite for wear with 
the bridal gown. The store offering 
this (Hartley’s) suegests that the 
$19.95 shoe may later be dyed in 150 
colors. 

The gay ribbon—seen all through the 
dress picture from hair bows to sashes 
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—is now showing up on the feet. The 
entire shoe or sandal is made of ribbon 
in some cases, or the shoe may sport 
frivolous butterfly bows of Roman- 
stripe ribbon. A gay bow may embel- 
lish the vamp of an otherwise classic 
white calf pump and make it gay 


enough for any occasion. 
* * * 


Weather Holds Down 
Chicago Summer Styles 


By mid-June, retail shoe business in 
Chicago was still playing tag with the 
weather. Prolonged rain and cold kept 
customers at home and white, light, 
and summer shoes on the shelves. This 
has also been one of the longest selling 
periods for dark shoes in some time. 
Black patents and dark calf shoes were 
moving well even on warm days. 

A definite trend has been established, 
however, in the summer shoes. White 
and beige have predominated. In the 
high fashion salons fabric shoes have 
seen a brisk demand, particularly 
linen and silk. Textured leathers have 
done better than smooth. The reverse 
is the case in the medium and lower 
price range. Punched pigskin in nat- 
ural and white has been a leader in the 
medium range. Vinyl shoes have per- 
sisted in demand. Spectators have 
started to come up fast. 

This is an overwhelming pump sea- 
son, ranging from extreme pointed-toe 
cut-out versions to extreme tailored 
types. The wide range of selection in 
medium heels has helped spur such 
sales. 

The pointed toe is dominant in the 
lightweight dark transition shoes 
which will be promoted shortly after 
July 4. It will also be the theme in wo- 
men’s fall style advertising which will 
kick off unusually early the first week 
in August. This is being done from 
the standpoint that the style change is 
major enough to require some effective 
presentation to the public. 





Men’s shoe business on a comparative 
basis has probably been better than 
women’s. Although also affected by 
weather, its seasonal pattern was es- 
tablished earlier. Lightweight shoes 
sold earlier than usual. There has been 
good acceptance of two tones in wing 
tip classics, moccasins, three eyelet ties, 
and U wings. Black with grey nylon 
mesh, tone on tone, and other inserts 


have also done well. 
oe ae ak 


Summer Retail Sales 
Hold Up in Los Angeles 


RETAIL sales of summer fashions in 
Los Angeles are holding up well. In- 
terest centers in the basics; blue and 
white and black and white spectator 
pumps, light colored leathers with a 
soft sheen, and soft, over-all textures. 
Tapered toes are gaining strength, 
especially in the smaller size range. 

These toes are gradually beginning 
to take up a larger percentage of the 
pairage on the walls. In most retail 
establishments it has been an orderly 
revolution, with fill-ins and size-ups 
providing the opportunity for a 
zradual transition. No wholesale losses 
have materialized, as was at first 
feared among some retail establish- 
ments. 

Top selling patterns, other than pool 
and play shoes, have of course been in 
rumps. Buyer preference seems to be 
for somewhat reserved styling and 
ornamentation, even though some 
nighly decorated styles are on display. 
But the sales are made in shoes with 
little bow trims, quite often of self- 
material, quite often in contrasting tex- 
vures. 

In general, the look the ladies seem 
to be searching for is a “dressy” one; 
very svelt and sleek and smooth and 
thoroughly feminine. 

The tapered toe is beginning to 
show up in men’s footwear. Very much 

[TURN TO PAGE 59, PLEASE] 
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SUMMER FASHION — RED 


BE A LITTLE 


EST WITH A PURE WHITE 
SPECTATOR 37.95, THE 


SILK SATIN 


a 


THINGS UP WITH OUR STARTLING NEW 
ON WHITE CALF! THE IMPACT IS GREAT- 


LINEN DRESS OR CHIFFON SHIRT WAIST. THE NON-CONFORMIST 
SLING SANDAL 29.95, OR THE BACKLESS (HERE YOU HAVE YOUR 


CHOICE OF RED, EMERALD, OR BLACK SATIN BOWS) 27.95. SHOE SALON, SECOND FLOOR, DOWNTOWN ONLY 


Shocking is not the word for this handsome ad but it might fit the shoe. Red silk 
satin on white calf in spectator or sling. In the backless there is a choice of red, 
emerald or black satin bows. Neiman-Marcus, Dallas (8 cols.). 
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AUGUST Weather Forecast 


T he Northeastern Part of the Country Will Be Hot and Humid, with 


Many Thunderstorms. The South Will Be Dry; the West Cool. 


Nuwcnous thunderstorms, many 
with damaging winds, are expected 
in a wet zone, from Iowa to New 
England, as shown on the precipita- 
tion map (below). In contrast, much 
of the South will be relatively dry. 
The eastern half of the country will 
be generally hotter and more humid 
than usual while the North Central 
States and the Rocky Mountain re- 
gion will be relatively cool. It is im- 
portant to remember that most storms 
in August are associated with light- 
ning. If you’re caught in a thunder- 
. any house is better than 
outdoors . . . keep away from isolated 
trees in open spaces . . . avoid the 
crest of a hill and all wire fences. The 
following is a more detailed forecast, 
by region, of the weather conditions 
for August. 


storm . 


Area I: Northeast 
Most of the Northeast will average 
one or two degrees hotter than nor- 
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mal. The month, as a whole, should 
be more uncomfortable than last 
year. Maine and the Atlantic Prov- 
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inces of Canada, however, will be 
slightly cooler than usual. Rainfall is 
expected to be above normal through- 
out the region with a significant per- 
centage of the monthly totals occur- 
ring in late afternoon and evening 
showers. 


Area II: Great Lakes 


Ontario Province and the northern- 
most counties of Michigan and Wis- 
consin will be rather pleasant in 
August, averaging drier and slightly 
cooler than usual. Other sections of 
the Great Lakes - Midwest 
particularly the central portions of 
Ohio, Indiana and Illinois, will be 
hot and humid with frequent thun- 
derstorm activity. 


region, 


Area III: Southeast 

Hot and dry is forecast for most of 

the Southeast. Although 

temperatures will be no hotter than 
[TURN TO PAGE 60, PLEASE] 
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Record Shoe Sales Seen 


[CONTINUED FROM PAGE 44] 


a new, all-time high. Liquid assets of 
individuals, including cash, bank de- 
posits, savings and loan shares, etc., 
exceed $440,000,000,000, which added to 
approximately $310,000,000,000 more of 
corporate bonds and stocks held by the 
public makes a sum total of about 
$750,000,000,000. 


Personal Debt 


Total personal debt, including con- 
sumer debt, installment debt, home 
mortgage debt, farm debt and life in- 
surance policy loans, approximate 
$160,000,000,000, leaving a net of more 
than half a trillion dollars over debts. 
That is more than 2% times the total 
of all retail sales in 1956, which totaled 
$191,470,000,000. It is also about 300 
times the aggregate sales of all retail 
shoe stores, which in 1956 totaled $2,- 
068,000,000! A great market, to be 
sure. 

Progress of the family income classes 
over the years into a record number 
now making over $10,000 a year is of 
deep interest to marketers of fine shoes. 
Thus, in 1946 the $10,000-and-over 
earners accounted for 19.2 per cent, or 
$32,786,000,000 of the total family in- 
come of $170,705,000,000. In 1950 this 
had climbed to 21.9 per cent, or $47,- 
652,000,000 of the aggregate $217,262,- 
000,000 family income for that year. 
The 1957 estimate indicates a substan- 
tial further rise—to 27.7 per cent, or 
$90,025,000,000 of the estimated $325,- 
000,000,000 total family income for this 
year. By 1960, the steady movement 
into higher incomes will have carried 
the $10,000-and-over groups to an esti- 
mated 29.2 per cent, or $109,792,000,- 
000 out of an aggregate $376,000,000,- 
000 family income anticipated for that 
year. 


Working Capital 


Corporations also have a new aggre- 
gate high of working capital exceeding 
$112,000,000,000, compared with $105,- 


000,000,000 a year ago. This indicates 
much of the wherewithal for develop- 
ing new products, new ideas, new 
plants and expansion, a further swing 
to the advance of living standards. 

Though plans for new plant and 
equipment expenditures in 1957 are re- 
ported by some as less exuberant than 
several months ago, the total this year 
is likely to be materially greater than 
the $35,000,000,000 spent for new plant 
and equipment in 1956. 

Industries within the economy always 
trend variously in differing degree. The 
comparative softness of residential 
housing, for example, is more than off- 
set by strength in other segments. 
Heavy construction, which approxi- 
mated $22,000,000,000 last year, should 
top $23,000,000,000 this year, with 
gains over 1956 of about 30 per cent 
in highway construction, irrigation- 
drainage 25 per cent, bridges 20 per 
cent and waterworks 10 per cent—all 
with a favorable impact on incomes 
and therefore buying power for shoes. 

Great need for roads, airports, 
schools, churches, health institutions, 
sanitation systems, public buildings, 
etc., as well as necessity for high for- 
eign aid and large domestic defense ex- 
penditures, point to much more spend- 
ing by government entities — Federal, 
state and municipal—in the 1957-58 fis- 
cal year, perhaps as much as $6,000,- 
000,000 over the $69,000,000,000 budget 
expenditures estimated for the fiscal 
year 1957. The Federal budget is bal- 
anced, though expenditures are the 
highest in peacetime history. 


Inflation 

The huge production capacity of this 
nation and the manufacturing genius 
of our businessmen are expected to 
keep inflationary price trends within 
bounds. Contrariwise, if there is clear 
evidence that the Federal Reserve 
Board’s tight money policies designed 
to contain inflation are in fact bringing 
recessionary tendencies, money rates 


would be eased at once. 

In any case, great pressure is on now 
by the automotive, housing and other 
durable goods industries to have the 
Government ease money rates, and it is 
likely that the peak of the tight money 
squeeze has been seen. Government in- 
fluence, both as to its record spending 
and money-rate control, is extremely 
important—and certainly the Govern- 
ment will not deliberately arrange 
these to cause a recession. Government 
spending in all its ramifications is 
likely to amount to about 25 per cent 
of gross national product this year. 

Fundamentally, markets are people, 
and the soaring population assures 
growing markets. By the end of 1957, 
this country’s total population will ap- 
proximate 173,000,000, compared with 
169,661,000 on January 1, 1957. This 
is the equivalent of adding in just one 
year another Detroit, Cincinnati and 
Indianapolis to the national market. In 
an atmosphere of economic prosperity 
and population growth such as we have 
described, the enterprising shoe manu- 
facturer and retailer should experience 
his peak success. 


Jarman Given Law Degree 


DELAND, FLA. — Stetson University 
conferred a doctor of laws degree on W. 
Maxey Jarman, chairman of the Gen- 
eral Shoe Corporation. Mr. Jarman 
was cited as an outstanding business 
man whose spiritual scruples are “not 
reserved for Sunday use.” 

The degree was presented by Dr. J. 
Ollie Edmunds, president of the uni- 
versity and also president of the As- 
sociation of American Colleges. Mrs. 
Jarman was in the audience when her 
husband received the degree. 


Eagle Ottawa Man Retires 


GRAND HAVEN, MicH.—Edmund K. 
Ellis, general sales manager of the 
Eagle Ottawa Leather Company, an- 
nounced his retirement. He has been 
with the tannery since 1929, and will 
continue on the board of directors. 





MONTHLY SHOE SALES PERCENTAGE OF TOTAL YEAR* 


MONTH 


January 
February 
March 
April 

May 

June 

July 
August 
September 
October 
November 


December 


1949 
6.9 


1950 1953 


6.2 


1951 


7.7 
6.2 


11.6 


1954 


6.4 
5.7 


1955 








TOTAL 








100.0 


*Estimate of Board of Analysts of Future Sale Ratings 
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Manufacturing“ Markets 


New York 


NEw YORK shoe manufacturers were busy right up to 
the vacation period, which is generally the first two weeks 
in July. Once that hiatus is out of the way, production will 
get under way again. It had been at near capacity in most 
factories. 

When the workers return, about the middle of this month, 
there will be orders to be filled and delivery schedules to be 
met. There is substantial cutting ahead, which will keep 
things humming for the next six or eight weeks. 

In the meantime, the salesmen have been on the road with 
fall and resort shoes and have registered encouraging and 
satisfactory reactions from their accounts. They have sent 
through good sized orders and of course, will follow up. 

There is a decided feeling of optimism. Expectations are 
that the season ahead will be satisfactory. 


New England 


SPoTTY conditions are noted in the New England shoe 
industry. Many manufacturers of women’s shoes are cur- 
rently operating at 100 per cent of capacity. Yet others, 
largely because of inability to get the new pointed and 
taper toe lasts, are unable to accept business for other 
than casual types. Last manufacturers are doing their 
best to fill orders on hand and some have adopted the pol- 
icy of making partial deliveries but in complete size runs. 
{t is said now that the shortage of lasts will be short-lived. 
By mid-July it is expected that deliveries will have caught 
up with demand. 

While this may spell late deliveries of fall shoes in many 
cases, some manufacturers plan to expand their in-stock 
operations and thus supply the retailers with quick service 
as the new season opens. Other manufacturers, who have 
never before had stock departments, are expected to install 
them. 

In the field of men’s shoes there continues to be sus- 
tained activity, particularly in work shoes and in medium 
and volume grades of dress shoes. Manufacturers of the 
higher grades are not quite so busy. 

Children’s shoe factories, most of them at least, are busy 
on orders calling for July and early August delivery. An 
excellent back-to-school fall is seen ahead at retail. 


Chicago 

PRODUCTION schedules now cover shoes for delivery 
through September and most factories are up to capacity. 
Some salesmen have prolonged their road trips, however, 
in hopes of bringing in a few more commitments. The 
Chicago section of the shoe trade at least is about to enter 
a “wait and see” period. Orders for first fall shoes have 
been good, in most cases ahead of last year. Right now a 
good many retailers are waiting to see what happens to 
pointed toes before they place second orders or go into 
their late fall shoes. 
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Pointed toes have been reasonably accepted on the 
transition shoes in the stores. They represent a fair share 
of the summer shoes being sold. The real test, however, 
comes in the fall shoes. Retailers frankly are anxious to 
see what the reception will be. Most of them will promote 
fall shoes earlier than usual, as early as the first week in 
August. 

All indications point to the biggest black season in 
years, both in suede and calf. Calf continues to be bought 
earlier than ever, with deliveries requested for August and 
September. High fashion colors showing the most activity 
in orders to date are molasses calf, graphite gray, particu- 
larly in textured leathers, and the deep red family. The 
deep browns also show strength because of the trend in 
ready-to-wear. Black has become extremely important in 
the women’s sport shoe field. The bubble saddle and 
variations with the Ivy league strap are outselling the 
traditional saddle. There is also strength in the white buck 
saddle, pointed toe versions of the classic saddle, and in 
the welt bicycle bal. 


Los Angeles 


THE over-all business picture in southern California re- 


mains very favorable. Independent surveys by a local 
banking chain show volume of sales in all lines to be at 
the highest level ever recorded, with department store sales 
up seven per cent over this month a year ago. Heavy 
employment gains are recorded, especially in aircraft and 
electronics industries. In addition, substantial increases 
were scored in population, income, residential and com- 
mercial construction. 

This also reflects the picture in local shoe manufacture. 
Most houses are running at full or nearly full production 
and the competition for labor is even keener than it is for 
orders or new stylings. Pay scale is said to be higher in 
the industry here than elsewhere, but new workers with 
necessary skills are hard to come by. 

Pairage now being produced and shipped is largely re- 
orders on summer fashions. Some sampling is going on in 
the fall styles but the volume of current orders is in the 
whites, pastels, and soft textured kids. 

Nevertheless, manufacturers have high future prospects. 
They see only slight revisions for fall dresses and this 
makes them think that a larger portion of the consumer 
dollar will be available for footwear. Also they feel that 
the average woman can perk up her whole wardrobe merely 
by buying several pairs of the drastically new shoes. 

The hopeful outlook is enhanced by a general feeling 
that there are no price rises in the immediate future. Most 
producers feel that a leveling off of costs is ahead, with 
the only possible difficulty to be seen in labor, and that 
a sturdy and quiescent price structure lies ahead, at least 
for a while. 

The trend of up-grading, mentioned here several times 
in recent months, continues unabated. It can be seen all 
through the production picture. 

[TURN TO PAGE 61, PLEASE] 





Washington 
Newsreel 

[CONTINUED FROM PAGE 32] 
whether substitute legal or administra- 
tive devices can be found which will 
more effectively protect small retailers 
from “predatory pricing practices 
which leave them at the mercy of 
larger competitors.” 

* *« & 

Railroad freight rates are going up 
again, this time by about 10 per cent. 

Most of the nation’s railroads have 
filed applications for higher rates with 
the Interstate Commerce Commission. 
Indications are that the ICC will grant 
most of what the roads seek. 

But the ICC is expressing its dismay 
at the steady rise in freight rates in 
recent years. Some of the commission- 
ers have serious misgivings. They say 
higher rates are not the answer to the 
revenue problems that confront many 
railroads. But they’ll vote for the 
increases anyhow, to give the roads 
“one more chance.” 

* € oa 

It looks as if T. V. Houser, chairman 
of the board of Sears, Roebuck, will 
succeed Sinclair Weeks as Secretary 
of Commerce in President Eisenhower’s 
cabinet. 

The appointment probably will be 
announced before Labor Day. Mr. 
Houser has been serving on the U.S. 


Commerce Department’s Business Ad- 
visory Council. 

Another replacement in Ike’s cabinet 
is that of Robert B. Anderson, Texas 
industrialist, as Secretary of the Trea- 
sury, replacing George M. Humphrey, 
who becomes chairman of the board of 
National Steel Corp., replacing Ernest 
T. Weir. 

ce * * 

Union organizers, who have no union 
of their own, now want one. 

They’re asking their employer, the 
AFL-CIO, to recognize them as official 
bargainers for all organizers. 

AFL-CIO President George Meany 
hasn’t acted yet on the organizers’ re- 
quest. 

The new union is called the Field 
Representatives Federation (FRF), 
AFL-CIO. 

Move for an _ organizers’ union 
started in the South some months ago 
and now has spread throughout the 
country. 


Glamorous 
Milwaukee Store 
[CONTINUED FROM PAGE 45] 
“We've already sold more _ high 
fashion shoes in certain lines since we 
opened in March, than we sold in the 
entire previous year,’ management 
reports. 
Three 


separate departments, actu- 


\ 
in" 


m% 


ally, are functioning on the single sell- 
ing floor. The front area highlights 
high fashion shoes ranging in price 
from $14.95 to $19.95. In the casual 
shoe section, numbers are sold ranging 
from $8.95 to $16.95. 

The showplace of the new store is 
the Orchid Room at the rear, where 
shoes are merchandised from $22.95 
and up. From the floor to the chan- 
deliered ceiling, the entire room is 
decorated in monochromatic orchid 
hues ranging from a deep orchid to a 
hint of lilac. Interior decorators from 
miles around have been stopping in to 
study the lavish job. 

A charming accent is lent to the 
Orchid Room by the white marble 
balustrades which flank its entrance at 
the rear of the store. A number of 
the decorator pieces in the Orchid 
Room, particularly the chandeliers, 
were purchased in Italy by the Roussys. 

Packard-Rellin’s buying and execu- 
tive offices are located in up-to-the- 
minute quarters in the lower level. 
Store manager is Tom Chambers. 


Fashion Tanners Appoint Aid 


NEw YorK—Howard H. Waller, for- 
merly vce-presdent and sales manager 
of Southern Leather and South Amer- 
ican Commodities. has joined the staff 
of Fleming Joffe, Ltd., tanners of fash- 
ion leathers, it was announced by 
Joanne E. Colon, of Fleming Joffe. 


for men’s, women’s and children’s shoes! 


because: PACIFATE 


@ shoe linings add more sales value at less cost 
than any other new shoe feature. e 


e durably prevents reinfection of athletes foot 


from shoe lining. 


@ retards foot odor due to bacterial decay and 


perspiration. 


@ preserves leather from cracking and keeps shoes 
from getting out of shape. 


OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 


PACITWIN — a two-in-one wrinkle free lining of 
flannel and drill. 


@ PACIDURA — a non-fray, shrink resistant, cotton 


lining. 


@ PACITEEN — a dyed suede finish lining, especially 


@ is chemically treated to resist rot and wear. 


Send for informative booklet, “I Wonder What My Parents Know About My Feet”. 
PACIFIC MILLS INDUSTRIAL FABRICS, a division of Pacific Mills Domestics Corp. 
Dept. P3, 1430 Broadway, New York 18, N. Y. 


PAICIFATE is the ONLY lining EVER approved by the National Foot Health Council. 


for slippers. 


APPROVED 
Li} 
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Larry Horan, Jr. 


[CONTINUED FROM PAGE 36] 


dale, New York—within easy commut- 
ing distance of the store. Another baby 
is expected some time in September and 
so, for this summer at least, the Horans 
will stay close to home. The only sched- 
uled vacation jaunt is a trip to Lan- 
caster, Pennsylvania for the Amish 
Festival. As for hobbies, he has one 
very important one... his family. He 
spends as much time with them as he 
ean. Like his father, he is very much in- 
terested in the youth of the country and 
is active in the Rotary Club, especially 
the Youth Project and devotes many 
extra-curricular hours to the Sports 
Greeters and Host Committees. 


The J. & J. Slater and Hanan influ- 
ence is widespead and expanding all the 
time. In addition to the one store (the 
only one) in New York City, which is 
iocated strategicaily at 54th Street and 
Madison Avenue, there are other stores 
in Garden City, East Orange, White 
Plains . .. as well as Washington and 
Palm Beach. All the stores now carry 
men’s shoes too. There are two stores 
known as Hanan & Son that sell Slater 
shoes; and some 300 franchises for 
Hanan men’s shoes in department 
stores throughout the country. By that 
same token, Slater’s women’s shoes have 
gone into eight departments in the Roos 
Brothers stores on the west coast. 


Larry Horan, Jr. speaks for J. & J. 
Slater and Hanan when he says: “We 
believe that fit is more important than 
style. We teach that basic principle to 
our sales staff. At the same time, we 
don’t lose sight of the importance of 
fashion. We are constantly on the look- 
cut for what is new and right. 


“We expect the taper toe to be bigger 
than ever and have placed our fall 
orders with the expectation of increased 
selling and a very good season. We have 
had some outstanding promotion suc- 
cesses in the past, thanks to the crea- 
tive abilities, ingenuity and perform- 
ance of our staff; and we anticipate even 
more as time goes on. An important 
promotion innovation in the Madison 
Avenue store... and credit for this is 
due to Pat Diaz, the manager .. . has 
been the transformation of one of the 
departments so that it depicts a pop- 
ular and current theme. Right now it is 
Calypso ... gay, colorful, vivid. Soon 
it will be changed to promote the fall 
fashion idea, which is ‘under wraps’ at 
the present time. Plans indicate that 
there will be about four changes a year. 

“Never do we by-pass the basic shoe 
customers. For them we have ‘Run- 
arounds’ in all colors, in calfskin as well 
as brushed leathers with lightweight 
rubber or leather soles. We have re- 
ceived some wonderful commendations 
from our consumers for these shoes. 
They are ideal ‘travel shoes’ for they 
take to the cobblestones of the Old 
Country as easily as they do to the 
sophisticated avenues of our metrop- 
olises. Our ‘Bands of Charm” shoes, too, 
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have been a continuing favorite and 
we’ve received innumerable kudos for 
their comfort and good looks. 

“So you see why I just love this busi- 
ness. It is all very interesting, exciting 
and rewarding,” says Larry Horan, Jr. 


Nordstrom’s 
Does a Big Job 
[CONTINUED FROM PAGE 49] 


4. If your child’s feet measure one 
full size different from each other we 
will fit a mismated pair of shoes with- 
out extra charge. 

5. If we note a foot condition which 
is unusual we will call it to your at- 
tention so you can consult a doctor. 

6. Our fitting record will be kept 
up to date and show growth speed and 
will help in shopping without your 
youngster for such items as slippers or 
hose. 

In the matter of fitting, Nordstrom’s 
follows sound methods which every 
shoe retailer knows about but not all 
use. Nordstrom’s follows through with 
those methods and finds that the cus- 
tomer relies on them because of it. For 
instance, both feet are fitted. A Bran- 
nock device is used at the University 
branch. Both the heel to toe and heel 
to ball measurements are made. 

Learning the size is only half the 
battle, the trick is to keep stock in all 
sizes at all times. Mr. Ervin, along 
with Mr. Elmer Nordstrom, keeps a 
close inventory in sizes, which may 
range from 20 pairs deep on heart 
sizes to four or five pairs on others not 
so much in demand. A check is made 
every two weeks or sooner if necessary 
and the order is sent to Stride Rite 
immediately. The shipment is received 
in two weeks’ time. 

Nordstrom’s feels that this constant 
watch on stock has paid off. They can 
afford to make good on the guarantee 
of a correct fit up to one month from 
the date of purchase. If a fit is found 
to be incorrect up to that time, a new 
pair will be furnished without cost to 
the customer. 

In the Pledge it is also stated that 
a card file is kept for shopping con- 
venience and for reminders on fitting. 
Cards are mailed to mothers noting 
that the child’s shoes were purchased 
three months ago. This is done up 
through misses’ sizes. 

An interesting sidelight at this store, 
which also does a large business in 
men’s and women’s shoes, is the com- 
plete selection of dance shoes as well 
as of leotards and wearing apparel for 
dancing. In one corner of the children’s 
department, a display of dancing slip- 
pers is kept. 

Nordstrom’s can take children from 
practice shoes through technique and 
regular ballerina slippers, and for those 
who want them, tap shoes are also 
available. The downtown children’s 
department also features dancing slip- 
pers and, in addition, has a bulletin 
board which is crowded with announce- 
ments of various performances in the 


Seattle dance world. 

A strong bid is made for correct fit 
but Nordstrom’s have been pioneers in 
making the child “happy to come to 
shop.” Here was one of the first stores 
in the Pacific Northwest to have live 
animals right in the store. Nordstrom’s 
believes their live monkeys in cages 
were the first such gambits for busi- 
ness used on the Coast. Right now, 
a mechanical large-size rocking horse 
is scarcely ever without a child on its 
back at the University store. And fol- 
lowing the theme of various animals 
featured by Stride Rite at different 
times, Nordstrom’s has a very attrac- 
tive elephant, every bit as animated as 
Walt Disney’s, right over the Stride 
Rite sign at the rear of the department. 

The accent is on fit and protection of 
the child’s foot, so one way Nordstrom’s 
has helped solve the problem of the 
demand by young ones for skimmers 
and shoes with little support is to sell 
them as an extra pair. These also 
receive careful attention in fitting. 
Nordstrom’s will go to extremes to 
assure stock coverage and will get on 
the phone and have shoes shipped with- 
out delay by air freight. A fair num- 
ber of shipments are received this way. 

For the older girls, Capezio has done 
very well at the University branch. 
Last year one skimmer sold hundreds 
of pairs in a choice of 13 colors. Re- 
ordering was constant. And the chil- 
dren knew Nordstrom’s would have 
what they wanted, so it’s no wonder 
that when 3:30 comes, the young people 
find their way into Nordstrom’s. 


Shoe Retailer Gets Attention 
With Use of Clever Gimmicks 


DENveR—Fontius Shoe Company, the 
city’s oldest independent shoe retailer, 
attracts attention and builds sales by 
the use of unusual gimmicks and 
clever promotions. 


Favorable comment has come from 
all over the mountain area concerning 
the company’s use of “shoe windows” 
in company stationery envelopes. The 
cellophane windows are in the shape of 
a shoe, outlined in dark ink. These 
are used on bills, statements and gen- 
eral correspondence, making the Fon- 
tius letter stand out in a heap of mail. 

“And I believe they make the cus- 
tomers pay their bills faster, too,” 
Harry E. Fontius, Sr., president, 
chuckled. The company started the use 
of these envelopes about six months ago 
and will continue to use them, he said. 

Unusual promotion and window dis- 
play in May in the downtown store 
were captioned, “All the shoes in the 
world right here.” As a background 
for Italian type shoes, rare old Italian 
opera programs were arranged with 
Italian national colors. In the window 
featuring the British Walker and En- 
glish type of shoes were old and recent 
programs of the Old Vic Players, com- 
plete with casts and dramatic objets 
d’arts. 
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Failures in the Shoe Industry in 1956 


COMPARATIVE FAILURE TRENDS 


New YorkK—The number of failures 
in the shoe industry in 1956, as re- 
ported by Dun & Bradstreet, while 
slight compared to ali industries, was 
greater than in 1955. Thirty-one shoe 
manufacturers, an increase of three per 
cent, are reported to have failed. 
Liabilities increased six per cent for a 
total of $2,537,000 or an average 
liability per failure of $81,839. 

Four shoe wholesalers failed in 1956, 
against two for 1955. Their liabilities 
totaled $252,000 for an average of $63,- 
600 each and an increase of 142 per 
cent over 1955. One hundred and nine- 
teen failures were reported in shoe re- 
tailing with liabilities of $2,034,000, 
down 29 per cent from 1955. Average 
liability per failure for retailers in 1956 
was $17,092. 

A classification of causes of business 
failures reveals the major cause of 
failure in all U. S. business to have 
been general incompetence. Other un- 
derlying causes of failure in order of 
importance are unbalanced experience, 
lack of managevial experience, lack 
of experience in the line, neglect, and 
fraud by one or more of the prin- 
cipals in the business. These causes of 
failure relate to all U. S. business and 
not particularly the shoe business. In- 
asmuch as the number of failures in 
the shoe industry was so small, an in- 
dividual study of causes of failure was 
not made. As indicated in the table, 
the reasons given are based on the 
opinions of creditors and on reports 
received by Dun & Bradstreet. 


Total Businesses, A!l Lines 
Totol Manufacturing 
Manufacturing of Shoes 

Total Wholesaling 

Wholesaling of Shoes 

Total Retailing 

Retailing of Shoes 

Source: Dun & Bradstreet, Inc. 


Percentage Change 1955-56 
Number 


Liabilities 
+ 25 
+ 22 
+ 6 
+ 30 
+142 
+ 28 
— 29 


Average Liability 
Per Failure in 1956 


$ 44,356 
83,689 
81,839 
61,897 
63,000 
24,609 
17,092 





Year 


1940 
1941 

1942 
1943 

1944 
1945 
1946 
1947 
1948 
1949 
1950 
1951 

1952 
1953 
1954 
1955 
1956 


FAILURES IN SHOE INDUSTRY AND TRADE 


Manufocturing 
No. Liabilities 
él $1,457,000 
26 802,000 
30 543,000 

2 55,000 

4 221,000 

3 27,000 
33 2,196,000 
36 1,899,000 
5! 3,910,000 
4 2,627,000 
35 2,185,000 
26 3,105,000 
46 5,152,000 
4 4,248,000 
30 2,387,000 
31 2.537,000 


1940-1956 


Wholesaling 
No. Liabilities 
9 $321,000 
4 42,000 
2 17,000 
2 


204,000 
150,000 
297,000 
113,000 
119,000 
482,000 

66,000 
403,000 
104,000 
252,000 


ANDOAYUWRO AW: 


3 

| 

3 
14 
37 
62 
98 
5| 
76 
81 
97 
100 
119 


Retailing 
Liabilities 
$1,762,000 

949,000 
466,000 
104,000 
21,000 
3,000 
10,000 
169,000 
455,000 
1,042,000 
1,476,000 
627,000 
1,071,000 
1,281,000 
1,596,000 
2,862,000 
2,034,000 


Source: Dun & Bradstreet, Inc. This record includes those businesses that ceased operations 
following assignment or bankruptcy; ceased with loss to creditors after such actions as 
execution, foreclosure, or attachment; valuntarily withdrew leaving unpaid obligations; were 
involved in court actions such as receivership, reorganization, or arrangement; or voluntarily 
compromised with creditors. 





Classification of Causes of BUSINESS FAILURES IN U. S. Total Year 1956 


Based on Opinions of Informed Creditors and Information in Dun & Bradstreet's Credit Reports 


Line of Business—All 
Number Per Cent 


540 4.3 Neglect: 


Fraud: 


Lack of Experience in the Line 
Lack of Managerial Experience 


Underlying Causes 


Unbalanced Experience* 


Incompetence 


182 1.4 Disaster: 


Method of Operation—All 


Due to 


On the part of the princi- 
pals, reflected by 


Evidenced by inability to 
avoid conditions which 
resulted in: 


Some of these occurrences 
could have been provided 
against through insurance. 


Apparent Causes 


Bad Habits 

Poor Health 

Marital Difficulties 

Other 

Misleading Name 

False Financial Statement 
Premeditated Overbuy 
Irregular Disposal of Assets 
Other 

Inadequate Sales 

Heavy Operating Expenses 
Receivable Difficulties 
Inventory Difficulties 
Excessive Fixed Assets 
Poor Location 
Competitive Weakness 
Other 

Fire 

Flood 

Burglary 

Employees’ Fraud 

Strike 

Other 


Number 


Per Cent 


nm 
WH =NRON=DODOONWoIh=waUo 


Because some failures are attributed to a combination 
of apparent causes, the totals of these columns exceed 
the totals of the corresponding columns on the left. 


113 0.9 
12686 100.0 


Reason Unknown 


Total 


*Experience not well rounded in sales, finances, purchasing, and production on the part of an individual in case of a proprietorship, or 


of two or more partners or officers constituting a management unit. 
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The Retailer Speaks... 


F ABRIC shoes are in the sales fore- 
ground at Krupp & Tuffly NOW, and 
are expected to continue strong until 
well into fall, according to L. E. Tuffly. 
“Past experience,” he adds, “has 
shown us that fabric shoes have ex- 
cellent consumer acceptance in the 
summer and early fall, and we plan to 
capitalize upon that.” 

Typical of Krupp & Tuffly’s fabric 
promotion is this shoe from a series 


by Palizzio, Inc. Made of Pianti silk, 
it is featured in black, navy, gray and 
bronze and retails at $21.95. In this 
series, the store offers both high and 
medium heels because “we certainly 
do not want to overlook the customer 
who prefers a lower heel, but still 
likes pretty shoes.” 


The natural beauty of Pianti silk as 
well as the fabric’s versatile usage are 
two reasons why the Palizzio series is 
leading the fabric shoe picture, re- 
ports Mr. Tuffly. “They can literally 
be worn around the clock, and cer- 
tainly complement most summer ap- 
parel. We believe they will have a 
long season, continuing as a transi- 
tion fashion, because they can satis- 
factorily take the place of suede which 
we do not sell early. Our weather in 
Houston remains warm well into 
October, and it is difficult to interest 
people in suede shoes when the weather 
is hot. These fabric shoes fill the bill 

. . they are pretty on the feet, can 
be either dressy or tailored, and will 
go with just about anything.” 


L. E. TUFFLY 

The third generation of Tufflys in 
Krupp & Tufly of Houston, L. E. 
Tuffly has truly been raised in the 
shoe business. President of the “Shoe 
Center of South Texas” since 1950, Mr. 
Tuffly is well known in Houston’s civic 
circle. Having just completed a two- 
year term as president of the Retail 
Merchants Association, he is now serv- 
ing that same organization as trea- 
surer and director. He is a director 
and member of the executive commit- 
tee of the National Shoe Retailers 
Association. 





Elegant Black 


[CONTINUED FROM PAGE 39] 


shoe. 

And for just these clothes shoe man- 
ufacturers have made an unusual num- 
ber of pretty shoes in suedes, smooth 
and textured leathers and a variety of 
fabrics. It is many seasons since we 
have seen so many smart, lovely styles 
for this end-of-the-day wear. 

There are pumps with elegant ta- 
pered toes, slim heels—both high and 
medium—and delicate ornaments, never 
too big or too glittering, but just 
enough to give a little sparkle and/or 
a little softness. Bows are extremely 
popular and velvet and satin are the 
two favorite fabrics, used on leather as 
well as fabric shoes. Rhinestones, used 
with restraint, are popular. Other 
ornaments include metals and mother- 
of-pearl. One material is used in con- 
trast with another. Satin, for instance, 
trims suede. A fluffy ornament, shown 
here on a satin pump is a stiffened 
veiling material. 

Favorites in the elegant shoe fabrics 
for fall are the moiré types. The name 
is not popular with many manufactur- 
ers because they seem to feel that it 
has the suggestion of something old- 
fashioned and old. It illustrates, cer- 
tainly, the continued interest in three- 
dimensional effects. And, in that way, 
is very much a part of current styles. 
Satin is also very much liked for these 
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after-five shoes; especially in black. 
The return of black suede should 
hardly be a surprise. It is a perfect 
leather for the 1957 feminine, soft 
trend in clothes. Smooth kidskin has 
also a place in this fashion picture. It 
should be watched. And then there are 
the new textured leathers, finer than 
last year’s broadtail and more in keep- 
ing with the current feeling in fashion. 


Review of the 
Retail Trade 


[CONTINUED FROM PAGE 52] 


modified, of course, but there still is a 
definite point on some of the pairage 
being shown. The last few weeks have 
seen excellent sales in men’s lines. 
Some retailers report it has been the 
biggest non-Christmas selling they have 
ever done. Harold Orr, head men’s 
buyer for Desmond’s, reports the 
Father’s Day selling in slippers and 
casuals is ahead of anything they have 
ever experienced, is second only to 
Christmas business this year. 

Teen-age girls are showing interest 
in standard patterns, given a new fillip 
by slightly tapering the toe. This look, 
sumetimes only the barest suggestion of 
a point, is seen in everything; school 
oxfords, saddles. penny loafers, and 
sandals. We haven’t seen it in rubber- 
soled canvas shoes yet, but we’re ex- 
pecting it any day. 


Casuals Head Volume 
In Baltimore Stores 


CASUALS — domestic and Italian — 
contributed most to Baltimore shoe 
volume during June. Various shoe 
buyers enthusiastically declared that 
casuals make up 50 per cent of busi- 
ness, 

The large specialty shops downtown 
concentrated mostly on Italian-made 
casuals. One store reported a good 
turnover in white, red and natural in 
straws and smooth leathers. Another 
spokesman reported that black and 
white were the Jeading colors in 
leathers, raffias and straws. It was re- 
ported also that a lot of beige kid, red 
kid and combinations of gray and white 
kid in Italian imports were moving 
steadily. These were designed mostly 
with little heels in the open type sandal 
shoe. 

Opinions differed on dressy white 
summer shoe sales. One very large de- 
partment store reported good sales for 
the past month, aside from casuals, in 
white and combinations such as white 
and tan, white aid blue, and white and 
black. However, another large depart- 
ment store spokesman noted that his 
store was disappointed in the lack of 
interest in white, dressy shoes of either 
straw or leather. He felt that casuals 
had offered stiff competition. 

There was some interest in black 

[TURN TO PAGE 87, PLEASE] 
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STAY AT THE 


HeRATON-\A°ALPin 


YOU CAN GO ANYWHERE 
IN A TWINKLING! 


OUR LOCATION’S GOOD AS MAGIC — saves you 
footsteps, time and money. For we're right in the middle 
of the shoe market, close to countless wholesale sources. 
New York’s fashion center lies at your feet.—Just steps 
from Empire State Building, subway bus and air Termi- 
nals, Lincoln Tunnel. Times Square theatres, night clubs, 
Radio City, Grand Central—all easily accessible! 


MODERNIZING THROUGHOUT—Fashion and com- 
fort, so important to your shoe business, mean a lot to 
your living quarters too! You'll get more enjoyment out 
of your New York trips by staying at the Sheraton- 
McAlpin. We’ve been remodeling, redecorating, making 
every inch sparkling new—lobbies to bedrooms and 
broom closets. Every room with new RCA 21” TY, plus 
full-range radio. Many rooms air-conditioned. And for 
pleasure, or pleasure combined with business—attractive 
dining rooms, meeting rooms, exhibition rooms. There’s 
our new Minute Chef and Town Room, for a snack or a 
hearty meal—plus our new Cafe Lounge featuring smart 
entertainment. You enjoy every minute at the Sheraton- 
McAlpin! 


N.Y. HEADQUARTERS FOR THE SHOE INDUSTRY 


neraTon-\{°Acpin 
Hore. 


Lnthe Heat of the Dern Ane, 


BROADWAY AT 34th STREET 
George D. Johnson, General Manager 








August Weather Forecast 
[CONTINUED FROM PAGE 53] 


last August, the range will be greater and more extreme 
hot days will be reported. Both the Gulf and Atlantic 
coasts were spared the fury of hurricanes last year, al- 
though “Betsy” left much destruction in the West Indies. 


Area IV: North Central 


The northern half of this expansive region, including Min- 
nesota, the Dakotas and Montana, will be relatively cool 
while Missouri and most sections of Iowa and Kansas will 
be even hotter than usual. Wet conditions are forecast for 
most of Iowa, Missouri, Nebraska, Montana and Wyoming. 
However, even in the anticipated dry areas, high humidity 
readings will contribute to the discomfort index. 





Area V: South Central 


Hot and dry—almost as hot and dry as last August—is 
forecast for the South Central States. The normally wet 

| sections of this region (Louisiana and East Texas) will 
average 50 per cent, or less, of normal rainfall. Last year, 
the heat was quite persistent through the first three weeks 
of the month. Shreveport, La., had 15 consecutive days 
with 100° readings, and Fort Smith, Ark., had 14 consecu- 
tive days. 





Area VI: Northwest 


Generally wet conditions with near normal temperatures 
| are expected throughout the Northwest in August. A simi- 
| Jar weather pattern occurred last year. It is interesting 
to note that even during a so-called “wet” August, few 
stations in Washington and Oregon get as much as one 
inch of rain. 


Area VII: Southwest 


Extremely dry weather is forecast for the Southwest. Al- 
though most sections in California seldom get more than a 
trace of rain during a normal August, other sections in 
the region do get occasional showers. This year, total rain- 
| fall will seldom reach 50 per cent of normal. Tempera- 
tures will average near normal except in Utah and Nevada 
which will be slightly cooler. 





The Role of the Shoe Salesman 


[CONTINUED FROM PAGE 41] 





tionship as much as that between the conscientious and 
expert shoe fitter and ourselves. The responsible and 
reliable professional shoe fitter is an indispensable adjunct 
in our practices. His help eases our burden and makes for 
a happy and rewarding relationship for the triumvirate of 
patient, shoe fitter and doctor. 

NOTE: Other articles by Mr. S. Helfant and Dr. M. D. 
Steinberg will continue describing the role that the pro- 
fessional shoe fitter can play in collaborating with his local 
podiatrist or foot specialist. 


| 

| The true gentleman who lived in Europe in medieval 
| times never threw away his worn-out shoes. Instead, he 
| burned them to ashes and made poultices from them. 
| These were applied to the blisters that his poorly-fitted 
shoes were sure to make on the more tender portions of 
| his long-suffering feet. 
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Manufacturing and Markets 
[CONTINUED FROM PAGE 55] 


St. Louis 


Most St. Louis shoe manufacturers are looking back on a 
gratifying first six months and looking ahead to an even 
better year’s end. Brown Shoe Company has reported a 
record high for the first half of its current fiscal year, with 
increases in sales and profits the highest in the company’s 
history. Brown’s net profits were up 18.6 per cent over the 
corresponding period last year. 

Although this increase in profits should not be consid- 
ered general for the St. Louis area, it can be regarded as 
a general sign of expected business for St. Louis firms. 

For some manufacturers, especially the smaller ones, the 
year so far has been spotty saleswise. “This year, more 
than any other,” one executive reported, “we don’t know 
where we stand.” One manufacturer of basics is building 
up a stock for which orders have not as yet come in. An- 
other firm producing semi-basics reports that his company 
is running well behind schedule on deliveries. For all 
firms, however, reorders on whites are still holding up well, 
due to increased sales of whites at retail in the month of 
June, as over May. Deliveries on whites are being met 
promptly. 

In women’s footwear, orders for fall shoes are reflecting 
continued retailer enthusiasm for the tapered slimness of 
toe and line. Because of the style factors involved in fall 
patterns for women, retailers are emphasizing their com- 
mitments in this category, while holding back somewhat on 
their men’s and boys’ buying. 

During the first two weeks of June, a large number of 
shoe factories in this area closed for vacations. A few 
firms selected periods at the end of June and beginning of 
July. Only one firm was reported not closing down; in- 
stead, it is using a staggered system of vacations for its 
production workers. 


Milwaukee 


LOCAL shoe plants report that production for fall deliv- 
eries should equal last year’s totals. Children’s and wo- 
men’s casual shoe producers note that their fall orders are 
coming in noticeably ahead of last year’s levels, as the re- 
sult of enthusiastic, but cautious buying from independent 
retailers, and chains. 

Factories turning out men’s shoes claim that their sales 
charts Jook pretty healthy at this point. Fall line orders 
in virtually all cases, have taken a slight, but gratifying 
lead over last year. 

The trend towards lighter men’s shoes is gaining strong 
momentum. Prices are expected to remain firm. 

A disappointing factor has been the early slackening of 
repeat orders on summer shoes. “Lack of warm weather 
in the spring and early summer weeks plus over abundance 
of rain in the midwest and southwestern farm regions has 
hurt normal shoe buying levels,” claimed one plant execu- 
tive. “The farmers in many parts of the midwest where ] 
recently visited,” he added, “weren’t able to plow their 
fields until well after the month of May. They will get 
their crops in all right, but they will be late—and so will 
shoe sales.” 

Several shoe producers here, checking results around 
the nation, report that retail shoe ordering is considerably 
behind last year on summer goods. Result, they feel, will 
be a swinging of the pendulum to an exceptionally strong 
fall volume. 


July 1, 1957 





| 
| 
| 


| 


| 
| 





THE SOLE 
THEY 





Vul-Cork 


OIL RESISTING 
NEOPRENE 


Neoprene, a man-made rubber, is combined with 
cork to make the sole they need . . . a sole that is ex- 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty acids are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 
shoe soles manufactured by the Vul-Cork Division of 
the Cambridge Rubber Co., makers of the original 
cork sole. 

If you make, buy or sell work shoes, look at the sole 
first. If it carries a Vul-Cork label — you’ll get more 
than your money’s worth. 


Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of AANaMra © 


VUL- CORK & 
VUL:CORK NEOPRt 


80 light, so flexible, so resilient you can roll them up... right in the palm of of 





Letters to the Recorder 


Congratulations from Potter 


One hundred and ten members of the Potter Shoe Com- 
pany family join with me in expressing our admiration 
and congratulations to BOOT AND SHOE RECORDER on your 
75th anniversary. Through the years we have witnessed 
and appreciated the high editorial standards established 
by the RECORDER. 





EDWARD C. ORR 
PRESIDENT 
POTTER SHOE COMPANY 


Twin 75th Anniversary 


Happy returns on this our twin 75th anniversary. May 
you long continue to serve the interests of your world- 
wide readership. 

THE LONDON BOOT AND SHOE MANUFACTURERS ASSOCIATION 





Sound Advertising Principles 


Your March 1 editorial, “More About Advertising,” 
is great. Very sound. All three quotes are fine, but of 
the third by Hal Stebbins I like particularly this part, 
“Let’s move products by moving people; let’s make the 
truth exciting.” 

That has always been the aim of our store advertis- 
ing, and, to some degree, we have been successful in 
our operations and likewise our advertising. We are 


mecca of 
the world’s 
shoe trade 


mounting the half page and posting it prominently. 


MATT CONDON 


JAS. F. CONDON & SONS, INC. 
CHARLESTON, S. C. 


Recorder Articles Aid Salesmen 


I want to express my sincere appreciation for the 
very fine cooperation in sending us the articles in ad- 
vance on “Know the Human Foot.” We find these 
articles especially helpful to new salesmen joining our 
sales force who have not had a shoe background. They 
are also beneficial to men who have either had limited 
shoe experience or have been away from the footwear 
business for some time. 


G. C. WEHMER 
Manager of Sales Personnel 


MISHAWAKA RUBBER & WOOLEN MANUFACTURING Co. 
MISHAWAKA, IND. 





Shoes New, But Tradition Is Old 


Shoes made of cow’s leather are taboo to the Hindu, 
for the natural reason that the animal is very sacred 
to him. Most Indian men today wear English made 
shoes, but not the way the English people wear them. 
Princes prefer black patent leather pumps for dress 
wear in combination with orange socks or stockings. 
The ordinary person may wear his while indoors, but 
native etiquette still decrees that the proper thing to 
do is take shoes off before stepping across any thres- 
hold in order to keep the carpet clean, since the Oriental 
preferably sits upon the floor. However, shoes are re- 
moved in a holy place such as a mosque. 


THE 


FAIR 


Representatives from all over the world will be meeting in 
Britain for the Shoe and Leather Fair. This is your opportunity to see :- 
INTERPRETERS WILL BE AVAILABLE The latest in footwear. 
AT THE OVERSEAS BUYERS’ RECEPTION The best in leather. 
OFFICE AND IN THE COMFORTABLE Newly developed synthetic materials. 
Accessories and components for shoe manufacture. 

. 

OVERSEAS BUYERS’ LOUNGE Tanning, Leather Manufacturing and Shoe Repairing Machinery. 





») the world’s shoe trade meets in Britain 
each year for 
THE SHOE AND LEATHER FAIR 


OLYMPIA - LONDON 
SEPTEMBER 30—OCTOBER 4 


Tickets and further details from: 
Recognised throughout the world as THE SHOE AND LEATHER FAIR 
the Trade Event of the Year in Britain GRANVILLE HOUSE, ARUNDEL STREET, LONDON, W.C.a 





62 Boot and Shoe Recorder 








Shoe 


News 


Deives Fall Shoe Show Called Best Held 





Enthusiastic Buying Principally Specialized as Retailers Move Away 
Decisively from Extreme Styles to Purchase the Modified Taper Toe 


BY VIVIAN ANDERSON 


DENVER — An enthusiastic, buying 
show attended by 400 retailers from 
64 cities in eight mountain states, and 
the representation of 161 different lines 
by 73 salesmen sum up Denver’s Fall 
Shoe Show held at the Albany Hotel. 
In addition there were 24 quality lines 
that never before had been shown in 
Denver. That it was the best show 
ever held here was acclaimed on all 
sides. Buying started out slowly on 
Sunday but by Monday night’s social 
event, a dance, salesmen were beam- 
ing. 


Buying Is for ‘Extra Pair’ 

For the most part, retailers were 
buying to sell “that second and third 
pair of shoes.” Many declared that 
women, men and children do not like 
obsolete shoe wardrobes. The pointed 
toes, the narrow lasts are finding favor 
even in the small towns. Everywhere 
in women’s shoes, the toe interest was 
the big interest. Modified taper toes 
were outselling extreme toes 3 to 1. 
Stem and stiletto heels, magnesium for 
the most part, 24’s and 22/8’s, were 
most in demand. In one line, dealers 
liked a walled-point shoe or square 
point, extremely new. Where modified 
tapers were bought, heels were usually 
18/8s and 22/8s while some open toes 
were sold, the big orders were placed 
for the closed toe, open back range. 


The story in material in women’s 
dress shoes was smooth leather. Black 
was ordered 2 to 1, followed by town 
brown calfskins, snuff, grayed olive 
tones called “no color” by one manu- 
facturer; some blue, some ruby port 
or wine calf for gray ready-to-wear 
apparel. Suede was less shown and 
less bought than in many years, al- 
though there was some interest in cut 
suede and baroque or textured suede. 
Some black rice or finely-grained 
leathers were sold. Style interest in- 
cluded the high front look, the T-strap 
on stiletto last, flouncy bows, frilly 
touches. In casuals, the story again 
was the narrow lasts, the softer, more 
dressy flats, summerbund styles with 
higher heels, black suede and smooth 
leathers, browns, rusts and grays in 
smooth and suedes. As one retailer 
said, “Casuals are dressier than ever 
before with real personality not over- 
done, that makes them easy to sell.” 
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Interest in children’s shoes went be- 
yond the narrow, continental lasts and 
softer construction into house slippers 
—operas for boys, leather moccasins, 
high-styled slings up to size 3 for 
girls, red and black velvet ballet types 
with gold trim for girls. Loafers for 
girls (4s up to 10s), as such, were not 
put on the order books in as great 
numbers as the loafers with accents of 
style, elongated, half-suede and half 
leather, in brown, gray and black. 
Snow boots sold more heavily than ever 
before, and in the over-the-stocking 
styles, winter white and light gray 
with fur trim were the leaders. 

While men’s shoe buying followed 
the trends of the other shows in the 
country in dress and casuals, the big 
story at the Denver show was in west- 
ern boots. Old-style high heels so fam- 
iliar on “cowboy” boots, riders’ boots, 
are dead and short top boots have lost 
popularity. 

The general trend in boots is the tall 
stovepipe in multi-colors, many with 
black vamp and different color tops, 
turquoise and fuchsia being the most 
in demand. Largest orders in the lower- 
priced lines ($19.95 retail) were for a 
12-inch glove leather, full leather-lined 
boot with the doggin (fiat) heel. As in 
men’s dress and casual shoes, lighter 
weight, too, is the thing in western 
boots. 


Stitching, Trim, ‘Musts’ in Boots 


Stitching, lots of it, is a “must” in 
the new lines of boots, and the more 
expensive the boot, the more elaborate 
the trim. Handmade boots, sold by a 
Henrietta, Tex., manufacturer, shown 
for the first time at the Denver show, 
sold in quantity to dealers who will re- 
tail them at $27.50 up to $60 a pair. 
In this line, the toes are narrow, pin- 
point style and foam rubber is used 
between the lining and the outer cover- 
ing of the boot. Stitching is fancy and 
brilliant colors are inset in the black 
and tan of the tops. 

Children’s western boots were bought, 
too, in quantity, cowboy heels and 
medium toe cowboy lasts being ordered 
50-50 with round toe lasts and flat 
heels. They retail at $3.95 to $9.95, the 
latter also being ornate with fancy 
stitching. Black and red boots were 
popular, but growing in importance is 
the tan boot with ruby tops for children. 


National Shoes Chain Opens 
One of Largest Units in Bronx 


NEw YorK — National Shoes, Inc., 
opened one of the largest stores in the 
136-unit shoe chain recently at Ford- 
ham Road and Tiebout Avenue, rated 
as the second busiest corner in the up- 
town section of the Bronx, it was an- 
nounced here by Fred K. Siegel, vice- 
president. The new unit replaces the 
National Shoe store operated for the 
past 13 years at 308 East Fordham 
Road. It occupies its own one-story 
building on the site of a five-story 
apartment house which was torn down 
to make way for the modern shoe center. 

The new store occupies 5,000 square 
feet of selling space on two levels. The 
main floor features self-selection dis- 
plays of ladies and “debby” shoes, while 
the spacious bascment floor serves as 
the men’s and children’s department. 

The departmentalized approach to 
shoe retailing will be carried over into 
the unique three-window construction 
in front of the store, according to Mr. 
Siegel. Designed to enhance the art 
of window shopping, each window dis- 
plays a full-range of styles for each of 
the store’s three major departments— 
men’s, women’s, young girls’ and chil- 
dren’s. Interior design features mod- 
ern displays, show cases, self-selection 
bars, pickup tables and accessory coun- 
ters for large inventories of sizes in 
each style. 

The store will be managed by Irving 
Gurman of the Bronx. His assistant 
is Jack Levy also of the Bronx. Mr. 
Gurman has been with National Shoes 
since 1946, while Mr. Levy joined the 
company in 1955. 





Board Selects Contour Pump 
As July Shoe of the Month 


* 


This Camille design has been selected 
as Shoe of the Month for July by the 
Shoe Fashion Board of St. Louis. A trans- 
calendar shoe, the contour pump aims 
at bridging the gap between summer's 
formal sheers and winter's cocktail 
dresses. Of Belesa cloth, a French im- 
ported tapestry-like fabric, the pump 
carries an oval ornament of matching 
satin studded with jet and gold. The 
thin 23/8 heel and slender toe boost the 
elegance of the fabric. 
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Walks 200 Miles To Date With Shoe Man 


Paul de Falco, left, who operates a family shoe seas in Penatibeapete, N. Y., under 
the name, Paul de Falco, Inc., is examining Max Cowen's footwear for signs of 


attrition after they covered more than 


POUGHKEEPSIE, N. Y.—Alerted by a 
telephone call from an advertising ex- 
ecutive of the Nettleton Shoe Company, 
Paul de Falco, shoe retailer who oper- 
ates a family shoe store here, was on 
the lookout for Max Cowen. 

Mr. Cowen, a stockbroker, was walk- 
ing from Utica to New York City and 
Mr. de Falco, not only wanted to see 
what such a walk does to shoe leather, 
but to meet the gentleman who loves to 
pick ’em up and lay ’em down. 

The whole trek ran to 240 miles and 
Poughkeepsie lay beyond the 200-mile 
mark. 

Mr. Cowen looked in on Mr. de Falco 
in his shoe store several mornings later 
at 10 a.m., feeling quite fine, he said, 
but complaning of a sunburned nose. 

A former prizefighter and dance 


200 miles to a date with the retailer. 


teacher, Mr. Cowen is about 45 years 
of age. He said the whole trip will have 
cost him $35—for food and lodging— 
when he will have reached New York 
City. 

“Some men drink and others gamble,” 
said the walking enthusiast. “I like to 
walk. This way my wife is never wor- 
ried. My three children are very proud. 
After all, it isn’t every day that a stock- 
broker walks to New York City from 
Utica.” 

After closely examining the shoes Mr. 
Cowen wore more than 200 miles into 
his shoe store, Mr. de Falco said he 
found no signs of wear. Mr. de Falco 
said the walker came into his store with 
only the clothes on his back, plus a 
nylon raincoat, plus the most pleasant 
grin he has seen in many a year. 





Announce Prize Winners 
Of Denver Fall Shoe Show 


DenveR—A Fort Collins (Colo.) re- 
tailing couple, Mr. and Mrs. Albert F. 
Bloom, proprietors of the Vogue 
Bootery, carried off the top prize at 
the Denver Fall Shoe Show, held at 
the Albany Hotel here. In the drawing 
from all registrants’ names, theirs 
were drawn for Western Air Lines’ 
all expense-paid three-day trip to Reno, 
Nev., at Harold’s Hotel. 

Harry E. Fontius, Sr., president of 
Fontius Shoe Company, here won 
second prize, a portable TV set. Third 
award, a Hi-Fi record player, went to 
Leo Holdner, Derby, Colo. shoe retailer 
and manager of the Thrifty Spot. 
Fourth award, a combination radio and 
clock, went to Mr. and Mrs. M. Sandy 
Hanson, of Hanson’s Shoe Store, Lake- 
wood. The last three prizes were given 
by the Mountain States Shoe Travelers’ 
Association as was the luncheon on the 
epening day of the show. 
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Michigan Shoe Retailers 
Reelect Plotler and Burr 


DETROIT — Samuel Plotler and 
Herbert Burr were unanimously re- 
elected president and secretary-trea- 
surer respectively of the Michigan Shoe 
Retailers Association. The election was 
held during the annual Michigan Shoe 
Fair, sponsored jointly by the associa- 
tion and the Michigan Shoe Travelers 
Club. 

Other officers’ reelected include 
Nathan Hack, honorary president; G. 
Cooper Johnson, chairman of _ the 
poard; George Leatters, first vice-presi- 
dent, and C. E. Masters, second vice- 
president. 

New directors elected for a three- 
year term were Robert Willoughby and 
tlap Gladstone. Reelected for the same 
term were William Van Dis, Harry 
Granville, C. Guy Dixon and Steven J. 
Jay. The latter is president of the 
National Shoe Retailers Association. 





Dates to Remember 


Baltimore Shoe Show, Baltimore Shoe 
Club and Associated Shoe Travelers. 
Lord Baltimore Hotel, Baltimore. .July 7-10 
Shoe Market, Hotel Sheraton-Gibson, 
Cincinnati ... July 9-11 
Allied Shoe Products and Style ‘Exhibit, 
New York Trade Show i New 
York . .Aug. 2-6 
Merchandising Clinio, ‘National Shoe 
Manufacturers Association, Waldorf- 
Astoria .. .Aug. 5 
Membership Breakfast, National Shoe 
Manufacturers Association, Waldorf- 
Astoria, New York ..............Aug. 6 
Leather Show, Tanners’ Council of Amer- 
ica, Waldorf-Astoria Hotel, New York 
City .Aug. 6-7 
Midwest ‘Shoe Market, Midwest Shoe 
Travelers’ Association, Morrison Hotel, 
Chicege........-. Aug. 
National Shoe Foir, National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 
Oct. 27-31 
Spring Shoe Show, Northwest Shoe Trav- 
elers Association, Hotel St. Paul, St. 
Paul .Nov. 2-5 
Spring Shoe Fair, Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Columbus 
Nov. 9-12 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines, Ia. 
Nov. 10-11 
Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Hotels, 
Atlanta .Nov. 10-13 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh .......Nov. 16-19 
Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver .Nov. 24-26 
Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, 
Chicago ...... ; .Nov.24-27 
Popular Price Shoe Show of ‘America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City ............Dec. 1-5 
Shoe Show and Convention, Empire Stote 
Footwear Association, Inc., Hotel On- 
ondaga, Syracuse, N. Y. Jan. 19-21 
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Leed’s Qualitycraft Opens 
59th Outlet on West Cast 


Los ANGELES—A new store has been 
opened in the Broadway-Orange County 
Shopping Center by Leed’s Quality- 
craft Shoes. The new unit is the 59th 
on the Pacific Coast for the company 
and is located in Anaheim, south of 
Los Angeles. It is the 197th Leed’s 
store in the United States, according 
to Tom Moore, regional manager for 
the company. 

The store has a 36-foot front on the 
main mall, and the exterior design 
features extensive use of glass, wood 
and stone. The full visual front permits 
a clear view of the interior from the 
street. 

Ed Brown, formerly manager of 
various Leed’s stores in the Pacific 
Northwest, has been named manager of 
the new Anaheim unit. 
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Kays-Newport Retail Chain Unveils Its First Family Shoe Store 


The women's salon above has as ifs piece de resistance a 
paneled wall and marble fireplace moved bodily to Chest- 


nut Hill from the old Bodell estate in 


BostoN—The opening in Chestnut 
Hill, Mass., of the 35th retail shoe out- 
let operated by Kays-Newport marks a 
radical change in this company’s policy. 
Whereas all other outlets, whether 
stores or leased departments, have here- 
tofore carried women’s shoes only, the 
Chestnut Hill store is a family shoe 
store. 

Furthermore, the company, headquar- 
ters of which are in Providence, R. I., 
plans to open two more family units in 
the near future, one in a large shopping 
center now under construction near 
Peabody, north of Boston and the other 
at Latham Corner, near Albany, N. Y. 

The Chestnut Hill store, located in a 
suburban shopping center on the edge 
of the city of Newton, strikes a new 
note in modern family store planning. 
Instead of one large sales room with 
different areas devoted to the sale of 
men’s, women’s and children’s footwear, 
the Kays-Newport store has carried its 
departmentizing one step farther by 
creating four completely enclosed 
rooms, one each for the three types of 


Newport, R. I. The 


shoes and one, the foyer entrance, for 
accessories. 

Most striking of these rooms is the 
women’s salon, one paneled wall of 
which, complete with marble fireplace, 
was moved from the old Bodell estate 
in Newport, R. I. Designed around the 
turn of the 20th century, this wall and 
fireplace establish the motif. The other 
three walls are covered with gold Shiki, 
a laminated silk and paper product 
made in Japan. Furniture is of the 
same period as the Bodell wall and is in 
gold and emerald green. Hand-painted 
pictures of shoe styles popular two gen- 
erations ago are hung on the walls. 

The men’s department, known as the 
Florsheim Shop for Men, has two walls 
covered with natural cork and the other 
two paneled in raised pine. Seating is 
furnished by captain’s chairs uphol- 
stered in red leather. To the Florsheim 
line has been added the Winthrop. 

The children’s department is more 
conventional though none the less inter- 
esting, with its carousel, lollypop tree, 
parakeets and murals designed to de- 


men's department, right, in new Kays-Newport store has 
two walls of cork and two of raised pine paneling. Chairs 
are upholstered in red leather 
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Exterior of new Chestnut Hill store of 

Kays-Newport is of Swedish granite with 

end columns of crab orchard stone. Neon 
sign blue with translucent covering. 


light platoons of young customers. 

Store manager is Joseph Loffredo, 
formerly with the Kays-Newport store 
in Worcester, Mass. 





Nebraska Reports Decline 
In Use of X-Ray Machines 


LINCOLN, NEB.—The use of X-ray 
fitting machines in Nebraska shoe de- 
partments is on the decline, it was re- 
ported by Dr. E. A. Rogers, director 
of the State Health Department. Ma- 
chines now in operation are almost en- 
tirely in children’s departments and 
are of the new type providing auto- 
matic regulation of exposure. 

Dr. Rogers explained that the prin- 
cipal danger in the use of the machines 
is to operators rather than customers. 
There have been actual cases in Ne- 
braska, he stated, where an uninformed 
operator has removed the filters in or- 
der to get a clearer picture. There 
have also been cases where an old-type 
machine has not been properly shielded. 

The best way to regulate X-ray fit- 
ting is by the shoe retailers themselves, 
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Dr. Rogers believes. He said that if 
X-ray fitting machines are properly 
adjusted and calibrated, and protected 
by automatic timers, there is very little 
danger connected with their use. 


Baltimore Show July 7-10 


BALTIMORE — The Baltimore Shoe 
Show, sponsored by the Baltimore Shoe 
Club and the Associated Shoe Travel- 
ers of Baltimore, will take place here 
in the Lord Baltimore Hotel, July 7-10. 

Dealers are expected from Maryland, 
Delaware, New Jersey, New York, 
Philadelphia, Massachusetts and Ohio. 
High point of the show will be the 
banquet, July 9. 

The show committee consists of M. 
Milton Volk, Sara H. Abrahams, Si 
Madow, David Lefko, Edward H. 
Sherman, Robert Rubin, Irving Schoen, 
Leon L. Forbstein, Lou Leboe, Harry 


Levy, Gilbert Katz, Lou Berman, 
Nathan Handwerger, Sam Dix, Sam- 
uel Abrahams and Paul Tillis. 


Midwest Shoe Market Set 
For Chicago August 11-14 


CuIcaGo—A Midwest Shoe Market 
will be held at the Morrison Hotel 
August 11 to 14. It will be sponsored 
by the Midwest Shoe Travelers’ Asso- 
ciation, Inc. 

This market will follow the practice 
of the last market in extended promo- 
tional coverage. It will be advertised 
in trade papers. It will be further pub- 
licized with two mailings to over 3,000 
retailers. 

There will be coffee and rolls served 
on Sunday morning and a_ cocktail 
party and buffet dinner that evening. 
There will be a registration desk and 
prizes for retailers. 





Independents Must Sell Themseves to Sell More Shoes 


PHILADELPHIA—Independent shoe re- 
tailers have good cause to feel anxious 
about their future if they continue to 
operate on a business-as-usual basis. 
But if they make better use of their 
natural assets they can look forward 
to the healthiest outlook of any retail 
branch in the industry, 

This was the theme of a talk given 
before the Shoe Group, Inc., an organi- 
zation of Philadelphia area retailers, by 
William A, Rossi, field editor of Boot 
AND SHOE RECORDER. 

Mr. Rossi pointed out that today 
about 35 per cent of all shoes are sold 
through shoe chain stores, factory- 


owned stores and via mail order. An- 
other 35 per cent is sold through in- 
dependent retail stores. The trend of 
the share of shoe dollar volume over the 
past ten years has been strongly in 
favor of the non-independent store 
group. There are no signs yet of the 
trend changing. A vast national econ- 
omy such as ours favors mass merchan- 
dising—and hence a leaning toward 
mass store operations. 

But a large share of the independent 
shoe retailers have not been making full 
use of their “natural assets” to com- 
pete against other types of outlets, the 
speaker said. Among these natural as- 





*Made pnly by 
Shoe Form Co. Inc., 
Auburn, N. Y. 





sets were cited the following: 

“Home ownership” of stores. The in- 
dependent is rooted in the local com- 
munity, is not an absentee-ownership 
establishment. This has customer ap- 
peal, a feature that can be merchan- 
dised. 

The independent has more maneuver- 
ability, can make on-the-spot decisions 
for immediate action. This is an advan- 
tage for such things as item buying, 
fast promotions, special sales. But the 
independent must be alert to cash in on 
this advantage. 

The independent store has fine oppor- 
tunity to build a strong local reputation 
as a “home” product. All surveys show 
that store reputation and personalized 
attention (especially where the owner 
is local and active and available), is 
still the most powerful feature in hold- 
ing and attracting customers. But store 
reputation must be merchandised and 
“sold” with as much intensity as the 
shoes themselves. 

Specialize rather than spreading your- 
self thin in an effort to have “something 
for everyone.” Specialization builds 
store reputation, customer loyalty. 

Emphasize and promote services— 
personalized and extra services. People 
today buy more than just the product 
itself. There often can be just as much 
buy-appeal in the accompanying ser- 
vices as in the product. But the ser- 
vices must be sold with as much vigor 
as the product. 

Today the independent, said Mr. 
Rossi, must move much faster than ever 
before just to keep pace with changes 
and competition. The face of merchan- 
dising and consumer buying habits is 
changing. 

Shoe business is confronted with new 
challenges—credit selling, shoes in dis- 
count houses and supermarkets, self- 
service selling, wider price ranges, more 
daring promotions, faster turnover, 
a more migratory population, which 
means more customer turnover. Shoe 
business must gear itself to these swift 
changes. But many independents aren’t 
moving fast enough in these respects. 

However, studies show that where the 
independent is alert and aggressive and 
doing a good over-all job, he out-paces 
and out-sells all his competition on a 
local basis. 

“When the independent is making full 
use of all his natural assets,” said Mr. 
Rossi, “he is the toughest conceivable 
competitive force to beat. If the inde- 
pendents have lost business, it isn’t be- 
cause their competitors have grown 
stronger, but because the independents 
themselves have let themselves become 
weaker through laxity. 


Johns New Schiff Manager 


PORTSMOUTH, O.—Patrick Johns is the 
new manager of the Schiff Shoe Com- 
pany store here to succeed Lawrence 
Cory, who was transferred to the firm’s 
outlet at Bucyrus, O. Mr. Johns, with 
the firm two years, was sent here from 
the store at Beckley, W. Va. 
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Century-Old Shoes Prove 
Department Attention-Getter 


Los ANGELES—Blaine Taylor, man- 
ager of the men’s shoe department in 
Bullock’s Downtown in Los Angeles, 
acquired a variety of ancient footwear 
that proved an attention-getter for his 
department. 

Bullock’s celebrated its 50th anniver- 


Looking over a collection of old shoes 
dating back to before lefts and rights 
were lasted, is Blaine Taylor, manager 
of the men's shoe department in Bullock's 
Downtown, Los Angeles. They were used 
as part of Bullock's 50th anniversary. 


sary recently. Mr. Taylor wanted to 
come up with an interesting and origi- 
nal display. His department features 
Bates Shoes, so he contacted the man- 
ufacturer’s representative for his area, 
Harry Glassman. Mr. Glassman re- 
ferred the request to his home com- 
pany, who in turn contacted the United 
Shoe Machinery Company. They had a 
display of ancient pairage, dating all 
the way back to 1840. The rare items 
had never been allowed out of the 
company’s hands, but as a special con- 
cession they shipped it out to Mr. 
Taylor. 

The display includes many Congress 
gaiters and pinch-toe pumps. Practi- 
cally all of it goes back before lefts 
and rights were lasted, and no differ- 
ence can be seen between shoes for 
either foot. Also included is an old 
Bates catalogue, listing styles for pre- 
Civil War Days. Mr Taylor reports 
the display was quite successful and 
proved a passing-crowd stopper. 


Opens Self-Service Units 


OMAHA — Richman-Gordman Stores 
has opened self-service shoe depart- 
ments for men, women and children at 
its two locations, 408 North Sixteenth 
Street, and 2423 N Street. 


in the exclusive store, with highly 
agreeable results. However, there are 
always instances in which the cus- 
tomer decides against it, either for 
reasons of economy or simple indeci- 
sion. 

In instances where the sale was al- 
most but not quite completed, Mr. 
Fanara jots the customer’s name and 
address in a handy notebook kept for 
the purpose, together with the identify- 
ing number of the bag involved. Then, 
whenever that handbag is marked 
down either for clearance or a periodic 
sale, Mr. Fanara simply telephones the 
customer who had already shown inter- 
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for larger sizes. 


est in the handbag, with the news that 
she can buy it now at a considerable 
savings. 

About 50 per cent of the customers 
thus telephoned do take advantage of 
the offer, and since many of them have 
charge accounts, it is a simple matter 
to add the purchase to the charge ac- 
count, sending the bag out on the next 
delivery. 

Not infrequently, customers tell the 
Arizona shoe retailer that they had 
already been saving to buy the sug- 
gested bag and they show voluble ap- 
preciation at being given the opportu- 
nity to save in this way. 





NEW! RUGGED! 


For years, Mothers have been asking you 


Business 


FREE 


with your orders. See your IN 
STOCK wholesaler—or write: 





OVERSHOE- 


NOW THEY’RE 





HERE! Light, but plenty rugged with 
a new heavy kind of soling that outlasts 
anything else on the market. 2 sizes fit 
girls’ oxfords 2% to 6%. You'll be proud 
to sell them ... and you'll sell them in 
larger volume than any other rubber in 
these sizes. Sug. Ret. $2.29 pr. 
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Arizona Retailer’s Method 
Of Increasing Handbag Sales 


SCOTTSDALE, ARIZ. — To increase the 
sale of matched handbags with shoes, 
Jim Fanara, women’s shoe buyer at 
Switzer’s exclusive fashion apparel 
store here, suggests a harmonized 
handbag with every pair of shoes sold 


ORDER SAMPLES TODAY — or write 
So-Lo Marx Rubber Company, Dept. 
B-6, Loveland, Ohio for new price list. 
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Financial News 





United Shoe Machinery’s 
Net Income Down from 1956 


Boston — United Shoe Machinery 
Corporation, in the report for the year 
ended February 28, 1957, its second 
under the final decree in the civil 
action brought by the Government 
under the Sherman Act, listed a net in- 
come of $12,601,298, or $5.26 a share 
on the common after preferred divi- 
dends. 


This compares with $18,856,790, or 
$7.97 a share last year. The sale of 
shoe machines outstanding under lease 
accounted for $2.16 a share of the 
fiscal 1957 common share net. This 
compared with $4.15 a share the pre- 
vious year. 

The report pointed out that previous 
financial statements were those of the 
parent corporation alone, while the 
present consolidated report included as- 
sociated companies in which USMC has 
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more than 50 per cent ownership. 

In their report, Sidney W. Winslow, 
Jr., chairman, and George R. Brown, 
president, said the firm had 46,000 
machines still outstanding on the old 
fourm of lease in the time covered by 
the report. About two-thirds of this 
number would normally expire by 1960 
or earlier. The officers said it was rea- 
sonable to assume that some of these 
machines will be purchased during the 
next few years. Such a situation, they 
said, will result in a further decline 
in the total number of machines leased 
during a period. 

They reported, however, that if the 
uew form of lease at current rates con- 
tinues to increase, as is expected, 
leased income wili rise. They said also 
that reduced operating costs and in- 
creased income from chargeable service 
and sales of new machines should 
favorably affect earnings. 

The corporation is devoting a major 
part of its research toward the pro- 
duction of new and imported replace- 
ment models for present shoe machines 
and new products for the shoe industry. 
The reports said research was also 
being directed at more fully automatic 
machinery. 


Spencer Shoe Corporation’s 
Sales Reach Record Volume 


Boston — Excellent Easter business 
helped push fiscal sales to a record $6,- 
200,000 for the Spencer Shoe Corpora- 
tion here, according to C. Charles Mar- 
ran, president. 

The company changed from a Novem- 
ber to May 31 fiscal period. For com- 
parative purposes it said sales for the 
53 weeks ended June 2 were $5,268,694. 

Spencer operates a chain of 57 retail 
shoe stores and 19 leased departments 
selling men’s, women’s and children’s 
shoes in the low-to-medium price range. 

Mr. Marran expected the trend in 
sales volume to keep going up despite 
the charges in the connection with the 
opening of new stores. He said further 
additions are planned in the coming 
year and said he believed sales could 
run as high as $8,500,000 or $9 million. 


Compo Reports Income 


WALTHAM, MAss. — First quarter 
sales of Compo Shoe Machinery Cor- 
poration totaled $1,568,990, according 
to John F. Smith, president. This total 
included leased machinery income of 
$380,301. During the first three months 
of 1956, sales amounted to $1,875,999, 
including leased machinery income of 
$400,732. Net income after Federal 
taxes for the three months ended 
March 31, 1957, was $53,736. For the 
same period in 1956, net was $150,540. 

Mr. Smith pointed out that in the 
1956 first quarter there were substan- 
tial sales of leased machinery, whereas 
in the 1957 first quarter there was no 
comparable demand. Also, he said, 
shoe production was at a lower level 
during the first three months of this 
year than it was in 1956. 
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Compo’s long-range program of con- 
centrating greater effort on the tradi- 
tional and more profitable activities of 
the company is being continued, he 
said. One move has been for the chemi- 
cal subsidiary to discontinue the sale 
of low profit margin lines not used by 
the shoe industry. Also, future sales 
of Quirk machinery will be handled di- 
rectly by Compo. 


—_—_—_—_- 


Brown Sales and Profits 
At Record Six-Months’ High 


St. Louis—Brown Shoe Company’s 
sales and profits were at a record high 
for the six-months’ period ending April 
30, 1957, according to the company’s 
semi-annual statement recently re- 
leased. The six months of operation of 
the firm resulted in an increase in 
sales and profits representing the high- 
est earnings and sales in the com- 
pany’s history. 

Net sales gained eight per cent and 
net profits increased 18.6 per cent. The 
company’s net sales for the six months 
ending April 30, 1957, were $117,950,- 
299 as compared to $109,201,711 for the 
same period a year ago. 

Net earnings for the first six months 
of the year were $4,860,351, against 
$4,096,507 for the first six months of 
the 1956 fiscal year. Earnings per 
share of common stock amounted to 
$2.70, compared to $2.28 a year ago. 
The earnings per share have been ad- 
justed to reflect the two-for-one stock 
split on September 14, 1956. The figures 
for six months ending April 30, 1956, 
have been adjusted to reflect the six- 
months’ operation of G. R. Kinney 
Company, Inc., although the merger 
with Brown did not become effective 
until May 1, 1956. 

In announcing the increased sales 
and profits, Clark R. Gamble, president 
of Brown Shoe Company, said, “The 
retail shoe business was very good dur- 
ing the spring season of 1957. The 
sales outlook for the fall season, based 
on early fall orders, gives every indi- 
cation of continuing good business and 
a most successful year.” 


Regular Goodyear Dividend 


AkrRON—Directors of The Goodyear 
Tire & Rubber Company declared a 
regular quarterly dividend of 60 cents 
per share on the outstanding common 
stock, payable September 16, 1957 to 
stockholders of record August 15, 1957. 


American Hide Successor 
Has Million-Plus Net Profit 


Boston — General American Indus- 
tries, Inc., successor to American Hide 
& Leather Compeny, reports net sales 
of $15,925,869 during the ten-month 
period ended April 30. Net operating 
profit, as reported by Stanley M. Row- 
land, president, was $1,423,274 and net 
income was $1,280,078. After allowance 
for dividends on preferred stock and 
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interest payments on the income de- 
benture bonds, this amounts to earn- 
ings of ninety cents per share on the 
common stock of which there are $1,- 
288,821 shares outstanding. 


Edison Brothers Stores Sets 
Record May Sales Volume 


St. Louis—Edison Brothers Stores, 
Inc., has reported a record volume of 
sales for May. Consolidated net sales 
for that month were $9,236,888, as 
compared with $8,554,631 for May of 
last year. This represents an increase 





of $682,257, or 7.98 per cent. 

For the five months ending May 31, 
1957, sales amounted to $38,831,525, as 
compared with $34,535,897 for the same 
period last year. This is also a record 
high volume for the period. It repre- 
sents an increase of $4,295,628, or 12.44 
per cent. 


International Shoe Dividend 


St. Louis—International Shoe Com- 
pany has declared a dividend of 60 
cents per common share, payable July 
1 to holders of record June 14. 
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Wylie Creel 

St. Louis—Wylie Creel, well-known 
figure in the St. Louis shoe industry, 
died June 3 of infirmities of age. Mr. 
Creel, who was 87 at the time of his 
death, had retired in October, 1956, 
after 54 years in the shoe business. 

Mr. Creel began his career with 
International Shoe Company in 1902, 
taking over the territory of the late 
Frank C. Rand in Arkansas and Mis- 
souri. During the 14 years he traveled 
for Roberts, Johnson & Rand, Mr. Creel 
earned a reputation as one of the firm’s 
top salesmen. 

In 1916 he withdrew from Interna- 
tional to help form Creel, Mauldin & 
Chambers Shoe Company, which manu- 
factured popular-priced men’s shoes in 
Highland, IIl., until 1924. In that year 
Mr. Creel returned to International, 
and sold for Great Northern division 
in Texas, Oklahoma, New Mexico, 
Arizona, Arkansas and Louisiana until 
1926. 

From 1926 until the time of his re- 
tirement six months ago, Mr. Creel 


acted as manufacturers representative 
for shoe firms, most recently the Mondl 
Manufacturing Company of Oshkosh, 
Wis. 


Survivors include his widow, and a 





brother, Dr. Richard H. Creel, retired, 
who at one time was assistant surgeon 
general of the U. S. Public Health Ser- 
vice. Another brother, the late George 
Creel, was a well-known writer, and 
supervised publicity releases for the 
government during the Wilson admin- 
istration. 





Tom Andersen 


GLENDALE, CALIF.— Tom Andersen, 
62, prominent shoe retailer of this city, 
died. He had been undergoing treat- 
ment for a heart ailment and it was 
believed he was steadily improving. 

Mr. Andersen had spent all of his 
working years in the shoe business, 
having his own place for 43 years. 
Originally a retailer in Muskegon, 
Mich., he operated under his own name 
in that city for 30 years. 

He moved to the West Coast in 1944, 
opening a store on Brand Boulevard in 
Glendale where he conducted a success- 
ful operation. 

In addition to his widow, Mr. Ander- 
sen is survived by two married daugh- 
ters, Mrs. John Norgaard of Oakland 
and Mrs. George Deprez of this city. 
There are also five grandsons. Mr. An- 
dersen was a very active member of the 
Elks. 


George C. Skerrett 


HAMILTON, ONTARIO—George Charles 
Skerrett, a shoe store operator and 
salesman, died at St. Joseph’s Hospital. 

Mr. Skerrett was born in St. George, 
and had lived in Hamilton most of his 
life. For many years he operated a 
retail shoe business in Hamilton, later 
traveling for the John McPherson Shoe 
Company of this city. He also traveled 
for the Albert Lambert Shoe Company 
of Montreal. In 1955 he retired. 

He was a member of Temple Lodge, 
AF and AM Ne. 324. Recently he was 
recipient of the 50-year medal. He was 
also a member of Murton Lodge of 
Perfection, A and ASR. He was a 
member of the Central Old Boys’ Asso- 
ciation, and of the United Commercial 
Travellers’ Association. 


Frederick S. Elam 


RocHESTER, N. Y. Frederick S. 
Elam, 78, retired Rochester shoe manu- 
facturer, died of a heart ailment at 
his home in Palm Bay, Fla. He started 
a shoe factory with his father late in 
the last century, and was employed by 
a California shoe company between 
1903 and 1906. 

Returning to Rochester, he headed 
the E. & B. Shoe Company, Seneca 
Shoe Company and F. S. Elam Shoe 
Company, retiring in 1947. 

Surviving are a daughter and two 
grandsons. 
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Albert F. Splett 


Mount Joy, Pa.—Albert F. Splett, 
one of the best known boys’ shoe sales- 
men in the country, died June 15, short- 
ly after retiring from the Gerberich- 
Payne Shoe Company here. 


Mr. Splett, who was 78 years old, — 


was buried in Parkridge, Il. 

He was born in Chicago and at- 
tended Northwestern University. Prior 
to joining Gerberich in 1928, he worked 
for a large shoe wholesaler in Chicago 
then joined the Holland Shoe Com- 
pany. With Gerberich-Payne, his ter- 
ritory included Illinois, Indiana, Wis- 
consin, Missouri and Minnesota. He re- 
cently retired from this position and 
was replaced by a_ longtime friend, 
O. B. Heaton. 

Mr. Splett is survived by his widow, 
whom he married a year ago and his 
sister. He leaves no children. 





Earl H. Davis 


LANSING, MicH.—Earl H. Davis, a 
veteran local shoe dealer, died here at 
a hospital June 8 shortly after suffer- 
ing a heart attack in his home. He was 
77. 

A native of Evart, Mich., he came 
to Lansing in 1910 from Chicago where 
he had been employed for two years by 
Marshall Field. He opened his own 
shoe business here that year under the 
name, Bates Shoe Store, and continued 
to operate the outlet until his death. 
He was considered one of Lansing’s 
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oldest shoe dealers. 

Mr. Davis was a life member of 
Everett lodge No. 326, F. & A. M., a 
member of the Lansing Exchange Club 
and a former secretary of the Michigan 
Shoe Dealers’ Association. 

Surviving are his widow, Isobel, and 
one son, Richard Davis. 


J. Linn Lewis 


NEWTON, N. J.—J. Linn Lewis, who 
operated shoe departments for men, 
women and children in a store at 110 
Spring Street, died here. He was 67 
and had been a resident of Newton for 
33 years. He had retired last January. 

Mr. Lewis attended Rutgers Univer- 
sity. He was a New Jersey forest fire 
warden, a member of the American 
Legion and the First Presbyterian 
Church. 

He is survived by his widow, Mrs. 
Pauline Lewis; a son, Charles H. 
Lewis, of Fredon; a daughter, Mrs. 
Carolyn L. Chase, of Lynn, Mass.; a 
brother, Harry L. Lewis, of Fredon, and 
four grandchildren. 


Frank S. Kotera 


OmaAHA, Nes. — Frank S. Kotera, 
longtime South Omaha shoe merchant, 
died recently at his home here. He had 
operated Kotera’s Shoe Store at 3814 
“Q” Street since 1920 until failing 
eyesight forced his retirement about 
five years ago. 

Mr. Kotera had been secretary of 
the Better Omaha Club for 20 years. 
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Thomas N. Spyrison 

OAK ParRK, ItL.—Thomas N. Spyri- 
scn, president of Spyrison Shoes, Inc. 
and of Youthful Shoes, Inc. died sud- 
denly at the age of 42. He was on a 
fishing trip in Canada. 

The firm operates several children’s 
shoe stores in the Chicago suburban 
area. Mr. Spyrison had been asso- 
ciated with the retail shoe business all 
his life, having started out with his 
father in a family shoe store. 

Two brothers, Ernest and Harry, 
who are active in the business, his 
widow, three sons, and his mother, 
survive. 


John A. Reid 


FREDERICTON, NEW BRUNSWICK 
John A. Reid, 84, a prominent shoe 
manufacturer and mayor of Frederic- 
ton from 1920 to 1932, died here re- 
cently. 

He was president of the Hartt Boot 
and Shoe Company, Ltd., here for many 
years and once served as president of 
the Maritime division of the Canadian 
Manufacturers’ Association. 

Mr. Reid, born at Ste. Brigide, Que., 
came to New Brunswick in 1896. He 
was associated with the Hartt shoe 


company since he moved to Fredericton 
in 1899, when the firm began opera- 
tions. 

He is survived by a daughter, a son, 
a granddaughter and two great grand- 
children. 















Swope Shoe Prize Winner 
In Brown Shoe Color Contest 


St. Lours—Swope Shoe Company, St. 
Louis shoe specialty store, and S. Kann 
& Son, Washington (D.C.) department 
store, have been declared first prize 
winners in the Compatible Color Con- 
test sponsored by the Naturalizer Divi- 
sion of Brown Shoe Company. This 
promotion was held in conjunction with 
RCA Victor’s “Big Color” TV project, 
and the prizes ranged from a large-size 
color TV set to a 45 rpm record album. 

Meade McCain, president of Swope’s, 
accepted a color TV set on June 6 from 
June Nesslen, Naturalizer advertising 
manager. Also representing Brown 
Shoe Company were Rosemary Sand- 
weg, fashion coordinator for Natural- 
izer, and Bartley Finch, divisional ad- 
vertising manager. Swope personnel 
who received prizes in the retail sales 
clerk contest, another facet of the Com- 
patible Color promotion, were Mrs. 





National Shoes Names Kolb 
As Buyer of Casual Shoes 





Robert J. Kolb, who was promoted to 
buyer of casual shoes for National Shoes, 
Inc. He joined the company in 1952 and 
has served as assistant buyer, merchan- 
dise distributor and factory liaison man. 
Previously, he had been buyer, merchan- 
diser and stylist for Paradise Bootery, 
Inc., New York City. 
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Llewellyn Ermeling and Isabel Duncan 
and Amy Albrecht. 

In the department store group double 
prizes were awarded, one to the display 
manager and one to the buyer of each 
of the winning stores. Recipients of the 
color TV sets at S. Kann & Son were 
Charles Merrill and Mickey Freeman. 
In addition, Naturalizer salesmen Rob- 
ert Huette and Herman Schaffer have 
been given a color TV set each for han- 
dling the Swope and Kann accounts. 

Additional winners in the specialty 
store category were Nordstrom’s of 
Seattle and Bendheim’s of Wilmington, 
Del., second prizes; Howard Shoes, 
Erie, Pa., Reifs Shoe Store, Honesdale, 
Pa., Parisian Shoe Department, Dan- 
ville, Ill., Thornton’s Shoes, Boulder, 
Colo., Collum’s, Greenwood, S. C., Ed- 
ward’s, Salisbury, Md., Bruce’s Shoes, 
Willimantic, Conn., and Joffe’s Shoes, 
Miamisburg, O., all third prizes. 

Additional winners in the department 
store group were E. F. Parrett and 
Dan Lumian, Macy’s of Kansas City, 
Mo., Tom Comerford and Joe Alesi, Lit 
Brothers, Philadelphia, Pa., and Jack 
Miller and Charles Hardebeck, The 
Fair, Anderson, Ind. 


Has to Overcome Turkish 
But Retailer Sends the Shoes 


St. Lours—Lasky Shoes, a suburban 
University City store, recently filled 
what it considers an order out of the 
ordinary—a “prescription” from a doc- 
tor in Ankara, Turkey, for a pair of 
corrective children’s shoes. 

The footwear ordered were for the 
17-month-old daughter of United States 
Air Force Captain and Mrs. Richard 
R. Robinson, stationed in Turkey. 
Lasky Shoes received a letter from 
Mrs. Robinson, saying thet a physician 
in Ankara had examined her daughter 
and recommended correctives. 

Since the shoes required a special 
elevation, the Turkish doctor drew a 
diagram in detail, but with all the di- 
rections and notations written in Turk- 
ish. The Lasky brothers, owners of the 
store, had it translated. 





According to Leonard Lasky, Mrs. 
Robinson’s mother and father live in 
University City, a short distance from 
the store, which does a sizeable cor- 
rective shoe business. “We’ve had 
orders from Central and South Amer- 
ica,” he said, “and even some from 
Japan. But this is our first from 
Turkey.” When the Robinsons’ order 
was completed, the shoes were sent to 
New York, from where the Government 
directs the shipment to Turkey. 

The Lasky brothers, Charles, Dan 
and Leonard, operate three stores in 
the St. Louis area. In addition to the 
University City shop, the brothers have 
one store in suburban Clayton and one 
in the Northland Shopping Center. 





Trade Literature 


Booklet Records 100-Year 
History of Filoon Company 


An attractive sixteen-page booklet 
issued by the V. & F. W. Filoon Com- 
pany of Brockton, Mass., tells the his- 
tory of this 100-year-old company. 
Organized as Keith and Packard in 
June, 1857, the company at first manu- 
factured leather boot counters. Today, 
under its present name, welting is the 
main product, with innersoles second 
and counters in third place. 

“In addition to the standard items in 
the line,” the booklet points out, “the 
c mpany manufactures several special- 
ty type welts and plans on adding more 
in the near future. 

“The factory as it now stands com- 
prises three floors and a basement, a 
warehouse, boiler house and garage, 
totalling nearly 100,000 square feet. 
Contrast this with that tiny building 
of 1865 and its 1,232 square feet, and 
the growth of the company is immed- 
iately evident.” 

The booklet is well illustrated, show- 
ing photographs of officers, past and 
present, and interesting views of the 
factory exterior and interior. 
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“Delta ‘ 


2-r0ne collar classic in 
a wide color selection. 
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Suart Premttion Builds Shoe Polish Sales 





Harri Hoffmann Company, Inc., Institutes Combined Merchandising 
And Survey Programs Tailored to City Areas or Consumer Groups 


MILWAUKEE — An interesting and 
profitable approach to selling more shoe 
polish is being used by the Harri Hoff- 
mann Company, Inc., here. For example, 
every new mothe in the Chicago area 
is visited personally by one of a crew 
of 20 women who distribute Hoffco 
samples. The mother is given a free 
sample of liquid white shoe polish for 
the baby’s shoes. The women inter- 
viewers then ask a few questions re- 
garding the family’s shoe polish buying 
preferences and habits. In addition, 
there’s a subtle “sales talk” by the in- 
terviewer. 

Some 3,500 new mothers a month are 
visited in the Chicago area. Hoffco 
obtains an array of interesting in- 
formation regarding consumer prefer- 
ences in brands, types of polish, colors, 
frequency of purchases, outlets where 
polishes are purchased, prices paid. 
But the survey approach also proves 
to be a profitable type of promotion for 
Hoffco polishes. Follow-up studies show 
a real payoff in that Hoffco sales have 
jumped substantially in the 50-cent 
bracket where Hoffco is_ basically 
priced. 

The same approach is being used in 
the Milwaukee area, where 1,000 new 
mothers monthly are being called upon 
by a crew of women interviewers. The 
promotion has proved so successful that 
Hoffco has already prepared to launch 
the same campaign in several other 
major cities. 

Harri Hoffmann, promotion - minded 
head of this firm which was started in 
1951, foresees a constant expansion for 
the shoe polish and cleaners market. 
One big reason, he states, is the steady 
rise in the standard of living which has 
resulted in greater attention to personal 
appearance and dress habits. Shoes 
are kept cleaner. The steady increase 
in population is another factor. People 
work fewer hours and in cleaner en- 
viroments. They have more time for 
leisure, and for dress-up activities. Mr. 
Hoffman cites the steady trend in the 
increase in white collar workers. 

All of these factors are raising the 
consumption of shoe cleaners and 
polishes. Even the smaller communities 
are falling in line with the trend. For 
example, a remarkable increase in the 
demand for pastel colors in the shoe 
cleaners, supplementing the basic 
colors, has been noted in farm and 
rural areas in recent years. 

There is also an interesting rise in 


July 1, 1957 





the use of liquid shoe cleaners and 
polishes among men—a field where the 
wax-type polish has always been 
strongly dominant. (Hoffco presently 
makes only liquid cleaners, but is plan- 
ning to expand into regular boot 
polishes and leather preservatives.) 

Another significant development 
stemming from the Hoffco surveys is 
that consumers are willing to spend 
more for shoe cleaners and polishes— 
provided there is quality appeal. Its 
easier to sell better grade polishes today 
than five or seven years ago. Big 
answer, of course, is the higher level 
of incomes and consumer seeking of 
upgraded products. This upgrading has 
affected shoe cleaners and polishes as 
well as countless other consumer items. 

Hoffco’s cleaners and polishes are 
sold only in shoe stores and shoe re- 
pair shops. Says Mr. Hoffmann, “The 
retail shoe salesman is qualified to 
advise about the cieaning and upkeep of 
shoes—something that can’t be done in 
the supermarket or drug store. Further, 
the satisfied shoe polish customer will 
return to the shoe store. That helps 
build traffic — and footwear sales — for 
the store. Our aim is to help the store 
as well as ourselves.” 

All of Hoffco’s promotions are slanted 
to this objective. For example, the firm 
promotes its white liquid cleaners 
strongly to hospitals. It sends free 
samples of white shoe cleaners to 
nurses in hospitals all over the country. 
Every graduating nurse in the country 
receives a free sample of this shoe 
cleaner. At all major nurses’ conven- 
tions or meetings, free samples are dis- 
tributed. And in all cases the samples 
are accompanied by information stating 
that the Hoffco cleaners can be pur- 
chased in shoe stores or shoe repair 
shops only. Often, and where possible, 
names of local stores where the 
cleaners can be purchased, accompany 
the samples. 

The Hoffco line now includes 35 dif- 
ferent colors, including a wide range 
of pastels. The colors are created in 
accord with the new leather colors as 
they come along. Mr. Hoffmann is in 
constant touch with these leather color 
developments through the tanners and 
other sources. 

The Hoffco plant in Milwaukee pro- 
duces the cleaners at a rate of 3,000 
bottles per hour. An expansion pro- 
gram is now in process, with new equip- 
ment being installed. Two new sales- 


men have recently been assigned to 
cover the West Coast and the Missouri 
areas. 

How is the Hoffco line stacking up 
against competition, Mr. Hoffmann was 
asked. He smiled, reached into his desk 
and pulled out a small placard. It 
read: “Don’t worry about competition. 
Make it worry about you.” 





Tyer Rubber Gets Control 
Of Plastic Footwear Company 


ANDOVER, Mass.—The Tyer Rubber 
Company has acquired control of Plas- 
timold Incorporated, Middleport, N. Y., 
specialists in the production of plastic 
footwear. The acquisition was accom- 
plished by an exchange of common 
stock. 

According to Wallace E. Brimer, 
president of Tyer Rubber Company, 
the present operating management of 
the company consisting of Sydney 
Porter, vice-president, Manufacturing 
and Development and Edward H. God- 
dard, superintendent and plant en- 
gineer, will continue, with the addition 
of Philip L. MacLean as resident man- 
ager. 

Other general officers of Plastimold 
Incorporated are Wallace E. Brimer, 
president and treasurer; Frank J. 
Emmett, who was vice-president, sales, 
Tyer Rubber Company, is now first 
vice-president, marketing; Alan L. 
Skaith and Eric Dent, vice-presidents 
and Gaynor K. Rutherford, secretary. 

Mr. MacLean has had about 18 years 
of experience with Tyer in Industrial 
Engineering, Production Control and 
Sales. 

Mr. Porter’s experience includes 
many years in the manufacture of rub- 
ber footwear. He is also the developer 
of numerous patented processes now 
used in making plastic footwear. 





Becka to Be Aide to President 
At International Shoe Machine 





Effective October 1, Michael Becka be- 
comes assistant to the president of In- 
ternational Shoe Machine Corporation, 
Cambridge. In this position he will co- 
ordinate finance, production and sales 
among other duties. In the meantime 
he is spending part of his time at the 
corporation's headquarters in Canada, 
where he is currently the manager. 
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Newsmakers 





CoLumBus, O.—A father and son 
shoe manufacturing team has com- 
pleted a deal for two new lines that, 
they predict, will increase sales of their 
Lancaster, O., plant by 30 per cent 
within a year. 

George P. Utley is president of the 
Irving Drew Corporation, purchaser of 
the Selby Shoe Company’s Cantilever 
and Ground Gripper division for an un- 
announced sum. His son, George R. 
Utley, is vice-president and sales man- 
ager. 


GEORGE P. UTLEY 


The firm had been growing at the 
rate of about five per cent a year in 
dollar and unit volume before this for- 
ward step was taken. 

The elder Mr. Utley said the company 
immediately employed 75 additional 
men and women—about half of them 
former employes of the division when 
it was operating at Portsmouth, O. 

He estimated, as a result of interest 
already evidenced, the new lines will 
__y as much as 30 per cent to company 
sales. 

First of Drew’s new Town Walker 
and Ground Gripper shoes rolled off the 
production line in mid-June, with units 
reaching the retail level about July 1. 

Drew production facilities admittedly 
were a bit cramped by the expanded op- 
eration so management leased a 3,600 
square-foot building for in-stock ware- 
housing and converted that much stor- 
age space in the main manufacturing 
building to production. 

The company now has 64,000 square 
feet of operating space in which it pro- 
duces approximately 1,900 pairs of 
women’s shoes a day with a force of 450 
employes. Both employment and pro- 
duction should hold steady at this rate, 
the Utleys said. 

They reported orders for all six lines 
of merchandise strong, indicating con- 
tinuing peak production right up to the 
slow October-November period. 

Acquisition of the Town Walker and 
Ground Gripper lines from Rockwood & 
Company in its liquidation of Selby 
company holdings was dictated by a 
need to round out Drew operations, 
President Utley commented. 
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The two new shoes sell in the $14.95 
to $18.95 price range in which the other 
four Drew-made shoes fall. The other 
products are the patented Dr. Hiss Bal- 
anced Shoes, production of which is 
made for the Drew Corporation-owned 
Dr. Hiss Shoes, Inc.; and the physician- 
prescribed Drew Arch Rest, Dr. Reed 
Shoes and Drew Walk-About Shoes. 

Orders for fall shoes show a prefer- 
ence for textured leathers (broadtail 
kid, vicuna calf and caravan kid); 
blacks, browns, grays and the new beet- 


GEORGE R. UTLEY 


root shade and tailored units in suede 
and kid. 

The company manufactures only 
women’s comfort and tailored walking 
shoes, and production is not subject to 
severe fluctuations as result of style 
trends, the executives explained. Stock 
is replenished during the slow weeks to 
take care of the manufacturer-to-re- 
tailer rush later on. 

Every shoe is sold direct to retailers, 
through a 14-salesman nationwide sales 
organization, according to George R. 
Utley, who is sales manager of the cor- 
poration. 

He said about 1,200 active accounts 
now are on company books. 

Acquisition of the two new lines, 
while important economically, also has 
some historical significance. 

It represents a reunion of old Drew 
and Selby interests in a company that 
had the reputation of having made the 
first fine women’s shoes west of the Al- 
legheny Mountains. 

The Drew Company, founded by 
Irving Drew at Portsmouth, O., in 1875, 
later became the Drew-Selby Company. 
This partnership was dissolved in 1912 
and the two men established the Irving 
Drew Company and the Selby Com- 
pany, both with manufacturing facili- 
ties at Portsmouth. 

George P. Utley bought controlling 
interest in the Irving Drew Company in 
1937 and reorganized it under the name 
of the Irving Drew Corporation. Two 
years later he moved the operation to 
Lancaster, where he took over a three- 
floor building vacated by the H. C. God- 
man Company and was able to hire ex- 


perienced Lancaster employes of the 
Godman operation. 

The Irving Drew Corporation now 
operates from three buildings at Lan- 
caster under a program that assures 
steady expansion, the father-son team 
believes. 

Assisting them are Ivan R. Bender, 
treasurer and chief accountant; H. S. 
Schuyler, secretary and factory man- 
ager; Hiram Gordon, former vice-presi- 
dent of the Walker T. Dickerson Com- 
pany, Columbus, as factory superinten- 
dent, and Herbert C. Segur, formerly 
line manager for the Selby company’s 
Cantilever and Ground Gripper divi- 
sion, as line manager and sales man- 
ager of Drew’s Cantilever and Ground 
Gripper division. 

The company thus has a wealth of 
production and sales experience behind 
i. 

The elder Mr. Utley, for example, 
started in 1907 as a shoe traveler for 
Barton Brothers of Kansas City. 

In the intervening 50 years he be- 
came, in succession, sales manager of 
Nunn-Bush Shoe Company, Milwaukee; 
president and general manager of 
Ogden Shoe Company, Milwaukee; 
president and general manager of Crad- 
dock Terry Company, Lynchburg, Va.; 
and principal owner and president of 
the Irving Drew Corporation. 

He served for a time as a member of 
the board of the National Shoe Manu- 
facturers Association. 

The son became affiliated with Drew 
in 1941, shortly after being graduated 
from Ohio State University with a de- 
gree in accounting and finance. 

He served as a manufacturing ap- 
prentice in the shop then went on the 
road for 10 years. He returned from 
traveling to become vice-president and 
sales manager, retaining a small terri- 
tory in the vicinity of Lancaster. 

The company said normal growth and 
addition of the Town Walker and 
Ground Gripper lines have caused man- 
agement to consider a widespread pro- 
motion-from-within program which may 
be placed in operation by year-end. 

The plant will be shut down right 
after July 1 to give employes a week’s 
vacation, then will be so busy getting 
out orders for the fall line there will be 
no opportunity to effect any revision of 
production activities, it was explained. 


Coffey-Hoyt Appoints Agency 


Los ANGELES—Coffey-Hoyt Products, 
Inc., in a joint announcement by presi- 
dent and general manager, Dolph G. 
Hoyt, and sales manager Henry M. 
Sigvartsen, announced the appoint- 
ment of Hixson & Jorgensen, Inc. as 
its advertising agency. 

The company manufactures plastic 
rain boots, sold under the trade name 
“Drizzle Boots.” Promotion plans call 
for national fashion magazines, shoe 
trade publications and regional radio. 
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St. Louis—St. Louis shoe men who 
brag all year about their golf scores 
will have an opportunity in July to 
prove whether they are par shooters 
or just shooting the breeze. 

July 23 has been set as the date for 
the St. Louis Chapter 210 Associates 
Third Annuai Golf Tournament and 
Outing, according to an announcement 
by Gene Frenzel and John Devine, di- 
rectors of the St. Louis Chapter. 

As in the two previous years, the 
event will be held at Norwood Hills 
Country Club in St. Louis County. The 
full day of fun and activities will in- 
clude tournaments in golf, horseshoes, 
cork ball, and gin rummy. A steak 
panquet with entertainment will climax 
the evening, at which time prizes for 
the tournament vill be given out. 

According to Al Shank, publicity 
chairman for the event, “golf prizes 
will be doled out for everything except 
the greatest number of complete whiffs 
at the ball, or the most picturesque cuss 
words when a tee shot slices out of 
bounds.” 

Trophies include a large silver Paul 
Revere bow] donated to the St. Louis 
Chapter of 210 Associates as a perma- 
nent trophy by Cooney-Weiss. Winner 
of the low gross gets one leg of the 
irophy with three legs needed for 
permanent possession. Homer Baker 
vf Wohl Shoe Company won a leg in 
each of the previous two tournaments. 

A Paul Revere silver bowl is again 
being donated this year by BOOT AND 
SHOE RECORDER for the winner in the 
iow net category. Other golf prizes will 
be given out for hole-in-one, blind hole, 
longest drive, putting, and the like. 

Non-golfing 210 members may com- 
pete for numerous other prizes in the 
fields of cork ball, horseshoes and gin 
rummy. Attendance prizes and souve- 
nirs will also be distributed. 

General chairman of the 1957 event 
is Joe Goldstein of Kalmon Shoe Com- 
pany. Stanley Olschwanger of Stanley 
Shoe Company is co-chairman. 

Homer Baker, Wohl Shoe Company, 
heads up the sports committee, with 
Jonas Weiss, manufacturers’ repre- 
sentative, as co-chairman. Other com- 
mittee members are Jay Straus, Wohl 
Shoe Company; Harry Alberstein, 
Frolic Footwear; Joe Schneider, 
Schneider Shoe Company; and Jim 
Jones, Midland Shoe Company. 

The banquet arrangements are in the 
hands of Bob Lundahl, Midland Shoe 
Company, chairman, and Jim Jones, 
Midland Shoe Company, co-chairman. 
Ben Alper, Wohl Shoe Company, and 
Les Feldman, Vangard Chemical Com- 
pany, make up the prize committee. 
Entertainment for the event has been 
arranged by chairman Stanley 
Olschwanger, Stanley Shoe Company, 
and co-chairman Bob Mathes, Mathes 
Shoe Company, along with Duane Mar- 
tin, Delmar Shoe Company, and Ed 
Karcher, Cutter-Karcher Shoe Com- 


pany. 
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Many Prizes Await Winners of 210 Golf in St. Louis 


Joe Goldstein, Kalmon Shoe Com- 
pany, is charman of the prize fund 
committee. Maury Kalmon, Kalmon 
Shoe Company, is co-chairman, with 
these committee members: Jim Devine, 
Brown Company; Nat Shieber, Edison 
Brothers Stores, Inc.; Oliver Gold, 
Weiss & Neuman; Jack Cutter, Cutter- 
Karcher Shoe Company; Charles 
Tober, Wilkerson Shoe Company; 
Archie Bregman, Brown Shoe Com- 
pany; Henry Solar, Brown Shoe Com- 
pany; Maurice Chambers, International 
Shoe Company; Leo Goldstein, Leo 
Shoe Company; Bill Peterson, Erhart- 
Peterson Leather Company; and Wills 
Engle, Wills Engie Company. 

Previous golf tournaments and out- 
ings conducted by the St. Louis Chap- 
ter have attracted turnouts in excess 
of 200 members. The committees are 
confident of an all-time high in atten- 
dance at the coming July 23 event. The 
St. Louis Chapter of 210 Associates, 
Inc., is reportedly one of the most 
active groups in this national philan- 
thropic organization devoted to the shoe 
industry. 

The ticket committee is headed by 
John Hill, International Shoe Company, 
with Maury Artstein, Edison Brothers 
Stores, Inc., co-chairman. The ticket 
committee is made up of Charles Mar- 
cille, Jr.. Westerr Last; Steve Kessel- 
ring, Universal Die Company; Jack 
Jacobs, Samuels Shoe Company; Roger 
Johansen, Johansen Brothers Shoe 
Company; Paul Johansen, Valley Shoe 
Company; McLeod Stephens, Johnson- 
Stephens & Shinkle Shoe Company; Bill 
Wolff, Wolff Shoe Manufacturing Com- 
pany; Roy Sundling, Brauer Brothers 
Shoe Company; Archie Bregman, 
Brown Shoe Company; Homer Baker, 
Wohl Shoe Company; John Wilkerson, 
Wilkerson Shoe Company; Joe Fox, 
Senack Shoe Company; Harold Tober, 
Tober-Saifer Shoe Manufacturing Com- 
pany; Ed Karcher, Cutter-Karcher 
Shoe Company; Jerry Vaughn, Del- 
mar Shoe Company; Herman Harris, 
Lee’s Shoes; John Devine, Compo Shoe 
Machinery Corporation; Harry Alber- 
stein, Frolic Footwear; George Potash- 
nick, Stix, Baer & Fuller; Hank Dubin, 
Langerman Shoe Company; Sam In- 
trater, Berland Shoe Company; Sam 
Nichols, Midland Shoe Company; Lou 
Zellinger, Fashion-Thimble; Irv Ruben- 
stein, Kalmon Shoe Company; John 
Winfrey, Brown Shoe Company; Joe 
Holtzman, Edison Brothers Stores, 
Inc.; and Eli Feldman, Tobin-Hamil- 
con Shoe Company. 





Sylvie Hamilton Accounts 


NEw YorK—Sylvie Hamilton, head 
of her own design and fashion office, 
announced the addition of three new 
accounts: Schawe Gerwin Company, 
Little Falls Felt Shoe Company and 
Mobbs, Ltd., of South Africa. Miss 
Hamilton will design for all three com- 
panies. 


Hood Rubber’s MacKinnon 
To Head Footwear Division 


WATERTOWN, MAss.—A new position, 
general sales manager of Footwear and 
Glove divisions, has been created by 
Hood Rubber Company and B. F. Good- 
rich Footwear Company, here. Ap- 
pointed to this new position is John C. 
MacKinnon, formerly manager of foot- 
wear merchandising. Succeeding Mr. 





J. C. MacKINNON ROBERT H. CHARNOCK 


MacKinnon in his former post is Robert 
H. Charnock. Announcement of both 
promotions was made by James S. 
Barrie, vice-president in charge of 
sales. 

Mr. MacKinnon joined Hood Rubber 
Company 28 years ago, first serving in 
the cost department. He became sales 
promotion manager of the New York 
district in 1935 and during World War 
II was manager of aircraft and plastics 
development. From 1946 to 1956, he 
served as manager of national account 
sales. At various times he has studied 
at Boston University, Northeastern 
University, New York University and 
Lowell Institute. 

Mr. Charnock, who graduated from 
Tufts University in 1946, in that same 
year joined Hood Rubber Company in 
the Raw Materials department. Three 
years later he was advanced to super- 
visor of material control. In 1954 he 
became supervisor of design and devel- 
opment of canvas and casual footwear, 
and in 1957 was appointed supervisor 
of light waterproof and canvas foot- 
wear. During the war he served two 
and one-half years in the Navy and 
was discharged with the rank of 
lieutenant. 


Joins Town & Country Shoes 


New York — George Cardoza has 
been named New York salesman for 
Town & Country Shoes, St. Louis, ac- 
cording to Vergil Lipscomb, president. 

Mr. Cardoza has been with Town & 
Country for the past eight months 
covering New Jersey and eastern Penn- 
sylvania and prior to that was affiliated 
with Kresge-Newark, Kitty Kelly, and 
Gimbel’s New York in various ca- 
pacities as women’s, children’s, and 
men’s shce buyer 

No successor has yet been named to 
cover the New Jersey, eastern Penn- 
sylvania territory. 











Chippewa Shoe President 
Marks 25 Years’ Service 


CHIPPEWA FALLS, Wis.—Officers and 
employees of the Chippewa Shoe Com- 
pany here honored T. A. McDonald, 
president, when he completed a quarter 
century of service with the firm. 

At an informal ceremony, he received 


T. A. McDONALD 


a bouquet of 25 roses and a 25-candle 
birthday cake. 

Mr. McDonald, now 59, joined Chip- 
pewa Shoe Company as sales manager 
in 1932. In 1946, he became president 
of the company. Prior to his associa- 
tion with Chippewa, he was branch 
manager for the H. C. Godman Com- 
pany of Columbus, O. 


International Names Duffey 
To Peters Division Lines 


St. Louis — James W. Duffey has 
been named sales representative for 
Velvet Step and Weather-Bird shoes 
for Peters division, International Shoe 
Company. 

In addition, Mr. Duffey will carry 


JAMES W. DUFFEY 

Happy Hiker, Smart Maid and Fun- 
Shus brands. His territory will include 
western Oregon and one county in 
Washington state. Headquarters and 
sample room will be located in the Sher- 
lock Building, Room 346, Third and Oak 
Streets, Portland, Ore. 


Jerry Fischer, Peters representative 
for City Club and Wesboro lines in 











Ideals come in four groups for the four stages of early foot growth —CRIB, 
SOFT SOLE, INTERMEDIATE and FLEXIBLE WALKING SHOE styles. 
They have been approved by leading pediatricians. Their cost is modest 
... their value great . . . you can sell them at a good profit. 


REMEMBER the Name... 





REMINDER TO BUYERS 


We've tried to write something different for this space, but we kept coming 
back to the same conclusion: IDEALS are the baby shoes mothers TRUST. 
They are made of finest quality materials by people who are baby shoe- 
makers exclusively. There are over fifty beautiful styles to choose from. 


Style No. 1900 Ail Nylon 
Cozy-Mocs. Pink, Blue, 
Mint, Maize, White Nylon 
with Nylon Soles. Pompon 
Trim, Sizes 0-2 months, 
3-6 months and 7-9 months. 
Transparent Gift Box. 








MRS. DAY'S 


Ideal BABY SHOES 


MRS. pays Ydeal pasy SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


924-A MERCHANDISE MART 6-104 
CHICAGO 5&4, ILLINOIS 


71 WEST 35TH ST. 
NEW YORK 1, N.Y. 


MERCHANDISE MART 
DALLAS, TEXAS 


Style No. 364 Intermediate 
Lace Boot. White Elk, 
Moccasin Type. Narrow, 
Medium, Wide. Sizes 1 — 5. 











Missouri, will absorb Mr. Duffey’s 
former territory of Kansas City and 
northern Missouri. 

Prior to joining International, Mr. 
Duffey managed the shoe department 
of C. C. Anderson Company in Rich- 
land, Wash. He has served with Peters 
since September, 1954, and is a gradu- 
ate of International’s sales training pro- 
gram. Until now he has sold City Club 
and Wesboro shoes for Peters. He suc- 
ceeds George Quammen, who resigned. 


Peters Division Retirements 
Result in New Assignments 


St. Louis—Peters division of Inter- 
national Shoe Company has made one 
territorial change and four new as- 
signments as the result of the retire- 
ments of two veteran male line sales- 
men. 

R. J. Baker, Peters’ representative 
for City Club and Wesboro shoes in the 
Detroit and southern Michigan terri- 
tory, retired on July 1 after 24 years 
with the firm. 

He was succeeded by Harry J. David- 
son, who has been traveling with Mr. 
Baker. Mr. Davidson was transferred 
to men’s and boys’ lines from Peters’ 
female and juvenile division. 

Forrest Van Ness, former representa- 
tive in the northern Michigan and 
northern Wisconsin area, has been 
transferred to the northern Indiana 
territory. James McCarty will repre- 
sent City Club and Wesboro in Mr. Van 
Ness’ former territory which has been 
expanded to include 14 counties from 
the southern Michigan area. Mr. 
McCarty was formerly assistant mana- 
ger and store manager of a French. 
Shriner and Urner retail shoe store 
and assistant manager of a Florsheim 
retail store in the Chicago area. 

Harold M. Farmer, who formerly 
traveled in northern Indiana, will carry 
men’s and boys’ shoes in southeastern 
Missouri. He traveled with Grover C. 
Bowles for two weeks preparatory to 
the latter’s retirement on July 1 after 
42 years with Peters Shoe Company. 

Changes were announced by Hal G. 
Parrish, sales manager of the north- 
western male line division of Peters. 


Nunn-Bush to Consolidate 
Whitewater, Edgerton Plants 


WHITEWATER, WIS.—The Nunn-Bush 
Shoe Company, Milwaukee, will shut 
down its plant here and consolidate its 
operations in the factory at Edgerton, 
the company disclosed. 

Donald Bartley, executive vice-presi- 
dent, said the plant here had been 
largely a “fitting” department, and, as 
such, supplemented the operation of the 
Edgerton plant, where the company 
produces its “Edgerton” brand of 
shoes. 

The move will be made within the 
next several months. Employes at 
Whitewater were offered jobs at the 
Edgerton plant, 20 miles away. 
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Singer Marion Marlowe 
To Promote City Club Shoes 


St. Louis—Marion Marlowe, nation- 
ally-known TV and radio singer, will 
appear in television commercials for the 
first time in her career this fall, adver- 
tising City Club shoes. City Club shoes 
are manufactured by the Peters divi- 


Marion Marlowe will help promote City 

Club shoes via singing commercials this 

fall. Strong national advertising will ac- 
company the television promotion. 


sion of International Shoe Company. 

Miss Marlowe will take the limelight 
in a series of singing TV commercials 
as part of City Club’s men’s shoe pro- 
motion for fall. The campaign theme, 
“Dress Your Part,” features the three- 
pair wardrobe idea of shoes for busi- 
ness, for dress and for play. The cam- 
paign is based on research showing that 
women exert a strong influence over 
men’s dress habits. 

To drive home the idea of shoes for 
every occasion to men, Miss Marlowe 
will do musical jingles one minute and 
20 seconds long. The jingles have been 
created by Bill Walker, composer of the 
Marlboro cigarette theme song. Com- 
mercials will be made available free to 
City Club dealers starting September 9. 
Radio commercials will also be available 
to dealers, in addition to the TV com- 
mercials. 

National advertising will accompany 
the new Marion Marlowe TV and radio 
commercials. Double-page color ads are 
scheduled for the October issues of 
Esquire and Sport magazines. Ads fea- 
turing dealer listings will be carried in 
77 metropolitan newspapers twice in 
September. Every school week during 
September, City Club ads featuring 
Miss Marlowe will appear in 78 college 
newspapers across the country. 

Miss Marlowe has been attending the 
Actor’s Studio of New York, training 
center for many screen personalities. 


California Cobblers to Open 
New Pennsylvania Plant 


Los ANGELES—To keep up with in- 
creased sales, California Cobblers will 
move its eastern operation into a new 
location in Williamsport, Pa. 

Walter Braun, president of Cobblers, 
Inc., announced that Cobblers will oc- 
cupy more than 20,000 square feet in a 
modern one-story building and that the 
move will take place during factory 
vacations. 

The move is being made because of 
increased demand for California Cob- 
blers and the company’s decision to 
manufacture and deliver more shoes 
from the eastern plant. 


International Appoints Two 
As Merchants Service Aides 


St. Louis—Two new appointees to 
the Merchants Service division of In- 
ternational Shoe Company are Mrs. H. 
Roberta Jones, named editor of The 
Commentator, a monthly publication 
sent to customers, and Larry W. Mc- 
Brearty, appointed assistant to the ad- 
vertising manager. 

Both appointments were announced 
by William N. May, director of Mer- 
chants Service, which division provides 
a counseling service for retailers who 
concentrate on the company’s lines. The 
division offers retail merchants stock 
control plans, store planning and locat- 
ing, accounting systems, promotion and 
the like. 


Mrs. Jones, succeeds Louis Vogel 


who resigned. For the past 10 years, 
she was editor of The Associate, an 
employee publication of Stix, Baer & 
Fuller department store in St. Louis. 
She is a past secretary of the Industrial 
Press Association of Greater St. Louis 
and the International Council of In- 


MRS. H. R. JONES L. W. McBREARTY 
dustrial Editors. Her writing career 
started as a reporter for the Oskaloosa 
(Ia.) Daily Herald. 

Larry W. McBrearty, will work un- 
der Gene Minnigerode, advertising 
manager, in preparing promotional 
material and advertising copy and 
layouts. He succeeds John C. Finck 
who resigned. 

Prior to joining International, Mr. 
McBrearty served with Cassell & Paul, 
Inc., a St. Louis advertising studio, 
and did free lance work in layout and 
illustration. 





COUNCIL BLUFFS, /OWA 


FWENOLY PROPRIETOR OF THE 
lowa ClorMes Sw0k.. HASNT HAD AN 
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ALWAYS MAKES A POINT OF SUBGESTING 
ROOTWEAR WITH CLOTHING SALES HAS SOLD 
Wonenrit FteUuNG FREEMAN SHOES FOR 


Field-Flint Names Ad Agency 


BROCKTON, Mass.—Field and Flint 
Company of this city, centuryold man- 
ufacturer of Foot-Joy street and golf 
shoes, has appointed Emil Mogul Com- 
pany, Inc., New York City advertising 
agency, to handle its advertising and 
public relations, effective July 1, it 
was announced here by Richard N. 
Tarlow, executive vice-president of the 
shoe-manufacturing concern. 
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International Superintendents 
Exchange Posts in Transfer 


St. Louls—Two assistant superinten- 
dents in International Shoe Company 
plants have exchanged positions. 

Walter Hinds, assistant superinten- 
dent at the Flora, IIl., plant has been 


WALTER HINDS GEORGE W. KAISER 


appointed to a similar post at the Cape 
Girardeau, Mo., No. 2 plant. This fac- 
tory manufactures Rand, City Club, 
John C. Roberts, Conformal men’s and 
boys’ shoes as well as unbranded lines. 

George W. Kaiser, former assistant 
superintendent of plant No. 2 at Cape 
Girardeau, has moved to the Flora 
plant in the same position. Flora fac- 
tory produces Randcraft, Wesboro and 
Kingsway shoes. 


Named Tannery Inspector 


CAMDEN, N. J.—John Meksa was ap- 
pointed an inspector in the John R. 
Evans & Company’s tannery quality 
control system, it was announced. As 
beam house foreman for the past 10 
years the company said Mr. Meksa 
played an important part in the sys- 
tem. He now becomes chief assistant 
to William Wacker, technical super- 
intendent of the tannery. 


Mountain States Travelers 
Present Plaque to Schuster 


DENVER—R. E. Schuster, executive 
secretary of the Mountain States Shoe 
Travelers Association, was honored 
during the recent Denver Fall Shoe 
Show by the association members with 
the group’s first lifetime membership. 
A plaque was presented by Frank M. 
Phillips, Wheatridge, Colo., president of 
the association, to Mr. Schuster at the 
show luncheon in the Albany Hotel. 

It read, “Lifetime membership—R. 
E. Schuster, Mountain States Shoe 
Travelers Association—In appreciation 
of valuable and loyal service—1957.” 

Mr. Schuster, who has been in the 
shoe selling business since 1899, is now 
celebrating his 37th year in the Rocky 
Mountain states territory and is the 
oldest member in service in the associa- 
tion, having been a founder in 1949. He 
is also regional director of the National 
Shoe Travelers Association. He toek 
over the duties of executive secretary 
last fall and it was to him and the 
board of directors that tribute was paid 
for the success of the fall show. 


Erickson to Handle Hy-Test 


Detroit—Erickson Safety Shoe Com- 
pany, 18474 Vaughan Avenue, has been 
incorporated by John P. Erickson to 
handle the Hy-Test Safety Shoe Di- 
vision of International Shoe Corpora- 
tion in Michigan. 

Capitalization authorized is $50,000, 
with common stock issued at $100 par. 
Because of the specialty nature of the 
shoes sold, the company operates a 
mobile unit, fitting men right at their 
industrial places of employment. Mr. 
Erickson was formerly a shoe salesman 
with the Harry Suffrin and Federal 
Department Stores in Detroit. 





‘Ferrari’ Promotion in Downtown St. Louis 


Edgar Johnson, an employe of International Shoe Company's Cape Girardeas 
#2 plant, demonstrated the hand sewing technique used in manufacturing the 
Winthrop "Ferrari" shoe recently in an island window of Boyd's in downtown Sf. 
Louis. Viewable from all four sides, the demonstration attracted wide-spread atten- 
tion. An authentic cobbler's bench and old time cobbling tools were used as props. 
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101 Years Between Them 


St. Louis—A total of 101 years of 
service to Peters division of Interna- 
tional Shoe Company was recognized 
recently when Charlies Boehner and 
Harry W. Schlagmann were honored at 
a retirement dinner given by fellow 
emplovees, 


Charles Boehner, left, and Harry W. 

Schiagmann, retired from Peters division 

of International Shoe Company recently 
with a total of 101 years service. 


John Biring, long a customer of 
Peters division, acted as master of cere- 
monies at the dinner and dance, at 
which both Mr. Boehner and Mr. 
Schlagamann received gift watches. Mr. 
Boehner, 73, was assistant return goods 
manager, and had worked for Peters 
for over 51 years. Mr. Schlagmann, 65, 
had served as assistant merchandise 
manager for men’s shoes for most of 
his 49 years with Peters. 


Buffalino Wins Low Gross 
At Boston Shoe Club Golf 


BostoN—For the third time, Henry 
F. Buffalino scored low gross in the 
golf tournament sponsored by the Bos- 
ton Boot and Shoe Club, held on June 
11 at the Wollaston Golf Club. By so 
doing, Mr. Buffalino took permanent 
possession of the Francis C. Donovan 
Memorial Bowl presented to the club 
by BOOT AND SHOE RECORDER. 

With a low net of 66, K. F. Norris 
became the winner of the club’s Frank 
C. Donovan Trophy. 

Other valuable prizes were awarded 
in the three categories of club mem- 
bership: shoe manufacturers, tanners 
and allied industries. 

Close to Mr. Buffalino’s low gross 
were Francis Shea, Charles Mason, 
John Slattery and Bob Slattery, Jr., 
in the leather division; Ben Bernard, 
and Tom Noone among the shoe manu- 
facturers; and Russ Todd, Joseph Cor- 
coran, Allen Clapp and Pete Ptak in 
the allied industries division. 


New Patent Leather Item 


Boston—A new patent leather item 
named Diamond has been introduced by 
the Colonial Tanning Company of Bos- 
ton. Intended for use in women’s high 
style shoes, it has a fine line diamond 
print, is available in kips and sides and 
can be had in black, gunmetal, bronze 
and copper colors 
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U. S. Rubber Company Builds 
New Plant in Philadelphia 


PHILADELPHIA — United States Rub- 
ber Company is investing a record $40 
million during 1957 in the expansion 
and modernization of its plants and 
branches, and Philadelphia occupies a 
prominent place in these plans. H. E. 
Humphreys Jr., president, said here. 

U. S. Rubber’s president was in town 
to break ground for the company’s new, 
modern branch and warehouse in the 
Northeast section of the city. 

U. S. Rubber, Mr. Humphreys told a 
luncheon meeting, will have a total in- 
vestment of approximately $10 million 
in Philadelphia when current projects 
are completed. 

The new branch will represent a total 
investment of more than $5 million in- 
cluding inventories and accounts re- 
ceivable. It is expected to be finished 
next spring, and will provide faster, 
more efficient service to customers for 
tires, footwear, industrial rubber goods 
and other company products in the 
Philadelphia area, southern New Jersey 
and Delaware. 




























Air Step Division Names 
Two Salesmen to Staff 


St. Louis — Air Step division of 
Brown Shoe Company has announced 
that two new salesmen have been ap- 
pointed to its sales staff and will begin 











traveling their territories immediately. 

James J. Bue joined Air Step after 
having been a sales representative for 
the Westport division since last Novem- 
ber. He will cover a northern and mid- 
west territory including Colorado, Mon- 
tana, Wyoming and North and South 
Dakota. 

Mr. Bue has had more than 10 years 
experience in the retail shoe business, 
having served as a buyer with King’s 
Shoe Stores in Idaho and Gamer’s Shoe 
Stores of Montana for over five years 
in each store. He makes his home in 
Helena, Mont. 

The second salesman to join the Air 
Step sales force is J. O. Kelley, who will 
cover the states of Kansas and Okla- 
homa. Mr. Kelley was formerly with 
Gus Bloss Company in Little Rock, Ar- 
kansas, as manager of the shoe depart- 
ment. He resides at 2824 Crouchwood 
Avenue, Little Rock. 


Shea Joins National Shoe 


BostoN—Edward I. Shea has joined 
the New York City area sales staff of 
National Shoe Products Corporation, 
according to Willard Howard, president 
of National. 

Until his retirement this year, Mr. 
Shea had been for many years em- 
ployed in the sales organization of 
United Shoe Machinery Corporation in 
the same territory. He is a charter 
member of the Superintendent’s and 
Foreman’s Association of Greater New 





York and a member of its Journal and 
Educational Committee. 





Jansing Joins Christian Dior 


New YorK—John C. Jansing has 
joined Christian Dior Shoes in the ca- 
pacity of assistant vice-president and 
sales manager, it has been announced 
by Frank C. Brandon, vice-president. 
Mr. Jansing was formerly merchandise 
manager for Town and Country Shoes, 





JOHN C. JANSING 


and prior to that association was shoe 
buyer at Lord & Taylor. Mr. Jansing 
is assuming his new position July 1. In 
addition to his sales position, Mr. Jan- 
sing will work with Mr. Brandon in a 
general administrative capacity. 
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Gore Loafer, black leather; leather insole, !eather 
lining. BOYS sizes 1-6 B, C, D. $3.75 net. 

Foot King BOY RANGERS are stocked in widths | | 
ranging from A to E according to style, priced at | | 
$3.75 and up. Backed by the experience of a long 
established company (1894)—your assurance of 
sound values that build repeat BUSINESS. 

FOOT KING REG-E-STURD® Boys shoes carry the 
unique WRITTEN guarantee: "Four months wear or a 
free new pair!" Stocked sizes | to 7, widths A, B, C, | 


FOOT KING means BUSINESS: 
A. S. KREIDER & SON CO. Dept. 71 PALMYRA, PA. 
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ALWAYS 
A STEP AHEAD 


Popular priced 
slippers for men, 
women and 
children. 


Hit styles in 
high fashions. 


~The Label with 
a Pedigree 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


‘trade mark 


BARRETT & COMPANY, INC. 
NEWARK, NEW JERSEY 
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What’s New 





Elaborate Merchandising Set 
For Wood-N-Stream Boots 


MILWAUKEE, WIs.—A new line of 
outdoor boots, known as Wood-N- 
Stream has been introduced by A. H. 
Weinbrenner Company. It is supple- 
mented and supported by gift pack- 
aging, display fixtures, keyed adver- 
tising, and other merchandising fea- 
tures. The announcement was made 
at the firm’s recent sales meetings in 
Chicago and New York. John Dickin- 
son, sales manager, presided. 


Packaging in sealed polyethelene bags is 
one of the features of an elaborate mer- 
chandising plan for Weinbrenner's new 
line of Wood-N-Stream outdoor boots. 


The new line consists of 12 boots 
suitable for hunting, fishing, hiking, 
and other outdoor activities. The line 
is believed to be a departure in the 
shoe field because of the elaborate 
planned merchandising program sup- 
porting it. 

Particularly important is the pack- 
aging. Each pair of boots is individual- 
ly packed in sealed polyethelene bags 
tc help preserve the leather. In addi- 
tion each pair comes in a box with 
yellow, green, and red motif, espe- 
cially designed for this new line. This 
package will make it possible to pro- 
mote the boots for Christmas, birth- 
days, and other gift occasions. There 
is also a display rack which holds 
twelve pairs of packaged boots in 
addition to individual shoes. Adver- 
tising is being placed in sports and 
outdoor magazines and in trade papers. 

Special construction features are 
crepe wedge soles and heels in some, 
rib wedge soles for sure footing in 
others, Nimrod oil-tanned leather, 
leather laces, and brass eyelets. The 
light weight selection includes a six- 
inch boot in light tan suggested as a 
sports or stadium boot, a back zip boot, 
and several nine-inch styles. 

Mr. Dickinson reports the new line 
was designed to meet the growing 
market provided by increased leisure 
time, suburban living, and greater use 
of the outdoors. A _ research report 
showed that the number of fishing li- 
censes issued in the United States grew 
from 4,858,058 in 1933 to 18,701,983 
in 1956 and hunting licenses from 
5,741,965 to 14,461,848. 


Child’s Shoe Features 
Zipper and Crepe Sole 


MILWAUKEE—Jay-Thomas Footwear, 
Ine., manufacturer of turn sole, bond 
sole and cement process children’s slip- 
pers, is receiving orders for fall deliv- 
ery on a child’s zippered house shoe 
with grosgrain ribbon retailing for 
$3.95. 

The glove tanned leather shoe comes 
in sizes 8 to 6 and colors, red, brown, 
cream and blue with plaid lining. One 
sheepskin model comes in colors of 
natural bark, red and blue and has 
natural sheepskin lining. 

The shoe has a 12 iron cushion crepe 
sole and vinyl binding. 














This Jay-Thomas child's slipper, or house 
shoe, has an automatic lock zipper and 
crepe sole. 


Attractive Shower Scuffs 
Cushioned in Vinyl Foam 


New Slip-on Scuffs are comfortably 
cushioned with vinyl foam and are one 
of several smart new styles now being 
offered by Kleinert's of New York. Des- 
ignated as "Confetti" scuffs, this model 
features the vinyl foam heat-sealed to 
gaily dotted nylon tricot encased in 
clear plastic. Designed for use around 
the pool, at the beach, after bath or for 
just relaxing at home, they are water- 
proof and washable and have an em- 
bossed outer sole to prevent slipping. 
Available in colors of pink, blue, yellow 
or white to match Kleinert's "Confetti" 
shower cap. Sizes small, medium and 
large—made fo retail at about $2 a pair. 
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Wellco ‘Jewelled’ 
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Box Eliminates Store Wrapping 


This new, factory-to-consumer shoe box was recently introduced by Wellco Shoe 
Corporation, Waynesville, N. C. It features a small decorative “jewel” near the 
firm's name plate. A ribbon for carrying the box eliminates additional wrapping. 





Peek-A-Boot Introduces 
Children’s Pull-Over Boot 


[ 


be. 
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The new "Weather-All" boot by Peek-A- 
Boot, a pull-over for children and juniors, 
is made of extremely durable plastisol. 
Colors available are red and brown. 
They will be nationally advertised and 
have the Parents' Magazine seal of com- 
mendation. They will retail at $1.99 for 
volume trading. 





Three-Speed Massage Unit 
Marketed by Toothmaster 





This three-speed unit for progressive and 
corrective treatment of foot ailments 
is produced by the Toothmaster Com- 
pany of Racine, Wis. The company says 
the deep penetrating massage received 
from the unit will aid in the relief of oc- 
cupational foot strain from excessive 
walking or standing by renewed bloed 
circulation in aching feot muscles. 
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Parva Buckle Introduces 
Non-Toxic Vinyl Sandals 











The new Parva sandal of non-toxic vinyl 
is setting new sales records, sales re- 
ports from test markets indicate, ac- 
cording to the Parva Buckle Company. 
The Neo-Grecian sandals are available in 
devil red, white, bronze and turquoise 
and retail at $1.98. The maker says the 
sandals have moved very well in shoe 
and notion departments alike tied-in 
with the wardrobe sale idea. 





Patent Application Covers 
Ouimet Vinyl! Insole 


A patent application has been made 
covering a vinyl insole in the line of 
the Ouimet Stay and Leather Company 
cf Brockton, Mass. Reference to this 
patent application was unintentionally 
omitted from the advertisement of this 
company which appeared on Page 247, 
BOOT AND SHOE RECORDER, June 15. 





Represents Rosina di Firenze 


New York—Rosina Ferragamo Schia- 
vone, maker of the Rosina di Firenze 
shoes in Florence, Italy, announced 
that her sole representative in this 
country and in Canada will be Mrs. 
Grace Cunningham, except for the Los 
Angeles metropolitan area where Ma- 
rianna of Florence-—owner of a shop in 
Beverly Hills—will represent the Ro- 
sina di Firenze shoes. Mrs. Cunning- 
ham will maintain an office in the 
Dover Hotel, 687 Lexington Avenue, 
New York City. 
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Pattern Specialists Shifted 
To Posts by International 


St. Louis—Two women’s pattern 
specialists have been shifted to new 
positions at International Shoe Com- 
pany, officials of the firm announced 
recently. 

Carlton S. Mickle has been named 


To bi z vi oe 
CARLTON S. MICKLE IRVIN J. RICE 
superintendent of patterns for Queen 
Quality division. Irvin J. Rice has 
been appointed to a similar post for 
the Pennant division. 

Mr. Mickle, a former stylist for Con- 
tinental division, has been with Inter- 
national for the past 15 years. Mr. 
Rice, formerly of Queen Quality divi- 
sion, began his career at International’s 
Hannibal plant in 1927. 


Colonial Tanning Employes 
Split Latest Profit Melon 


AYER, Mass.—A profit-sharing melon 
totaling $123,799 was split among 272 
co-workers employed by the Hartnett 
Division of Colonial Tanning Company 
on June 20. This was the firm’s 23rd 
consecutive semi-annual payment under 
a plan whereby workers share in the 
profits of the company. Total pay- 
ments to date have been more than 
$1,000,000. 

Kivie and Joseph Kaplan, principal 
executive officers of the company, said 
in a statement to their employes that 
“working and sharing together have 
made possible the enjoyment of these 
benefits in addition to profit-sharing: 
The highest annual individual earnings 
in the nation’s tanning industry; 
twelve years of continuous, year-round 
employment; and fringe benefits such 
as the pension plan, vacations, paid 
holidays and group life insurance.” 


Shoe Plant Marks 50 Years 


St. Lours—The golden jubilee of the 
Washington, Mo., plant of Interna- 
tional Shoe Company was celebrated 
recently and observed by city-wide ac- 
tivities. The festivities marked 50 
years of operation in Washington, 
where the branch of Roberts, Johnson 
& Rand began work in 1907. 

Special recognition was given two 
50-year employees at the Washington 
factory. Orlando J. Boland and Joseph 
H. Filla, both 66 years old, began their 
careers in 1907. 
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Shoe Form Company, Inc. 
Names Officers at Meeting 


AUBURN, N. Y.—David E. Gregory 
was appointed sales manager in charge 
of all shoe and hosiery form sales 
promotion of the Shoe Form Company, 
Inc. as well as the utility plastic box 
division of the company. The announce- 


DAVID E. GREGORY GORDON N. TUTTON 


ment was made by Frank P. DeWitt, 
president at a recent board of directors 
meeting. 

At the same meeting, Mr. DeWitt 
also announced the election of Gordon 
N. Tutton as treasurer of the Corpo- 
ration. These elections include the Shoe 
and Hosiery Form divisions plus the 
Plastic Box division. 


Ziegler at Colonial Tanning 


BostoN — Walter D. Ziegler has 
joined the sales staff of the Colonial 
Tanning Company, here, and has been 
assigned to that company’s handbag 


WALTER D. ZIEGLER 


and belt division. For many years he 
was sales manager of the former 
Hunt-Rankin Leather Company of Bos- 
ton. 

Mr. Ziegler plans as soon as possible 
to make an extensive tour, contacting 
the manufacturers of handbags 
throughout the country. 


Allied Firm Begins Work 


MANCHESTER, N. H. — A new firm, 
Manchester Shoe Products, Inc., has 
started operations at a plant at 393 
Auburn Street, this city. James Borash 
is head of the firm, which will gold- 
stamp sock linings. 


Williams Manufacturing 
Grants Three Per Cent Raise 


PoRTSMOUTH, O.—A three per cent 
blanket raise for 2,200 employes, effec- 
tive July 15, was announced by Blaine 
E. Matthews, president of Williams 
Manufacturing Company, makers of 
popular-priced footwear for women. 

Mr. Matthews said, “With a long 
record of steady employment, we see no 
reason why we can’t continue at near 
capacity operation.” He said it has 
been custom to review the year and an- 
nounce plans for the future at this time 
of the year. 

The firm recently agreed to a plant 
election asked by the United Shoework- 
ers of America, CIO. The NLRB will 
assist in fixing a date and supervising 
the election. In two previous votes the 
union failed by wide margins to have it 
declared the bargaining agency for pro- 
duction and maintenance employes. 


Bergren Company Appointed 
Prima and Blum Distributor 


Cuicaco—The A. J. Bergren Com- 
pany announced it had been appointed 
distributors of Prima Theatrical Foot- 
wear and Blum slippers. These are in 
addition to the already established na- 
tionally advertised products of Rain 
Dears, Marxie Toes, and Tingley Rub- 
ber Footwear. The firm specializes in 
shoe store supplies and specialties. 

In addition to the in-stock-service, 
Ralph Conners, saies manager, said new 
salesmen will soon be appointed to 
serve the trade in additional areas. 
The areas are lower Michigan, south- 
ern Indiana, southeastern Wisconsin 
including Milwaukee, and the entire 
state of Illinois. 


Pierson, Director, Pfister 
and Vogel Tanning, Retires 


MILWAUKEE—The retirement of S. A. 
Pierson, director, vice-president and 
secretary of the Pfister & Vogel Tan- 
ning Company here was announced. 
Mr. Pierson served the firm and its 
predecessor, Pfister & Vogel Leather 
Company, for 49 years. 

John T. Justen, vice-president in 
charge of products, will replace Mr. 
Pierson on the board, while John 
Kultgen, treasurer, will add Mr. Pier- 
son’s duties as secretary to his present 
job. 

The company also announced the 
promotions of John R. Olson from as- 
sistant sales manager to sales manager 
and of Eugene Tenges to assistant 
treasurer. 


Tannery Signs Union Pact 

Luray, VA. — Negotiations between 
the Virginia Oak Tannery, Inc., and 
the Amalgamated Meat Cutters and 
Butcher Workmen of North America, 
AFL-CIO, reached a mutually satis- 
factory conclusion, June 18, with the 
signing of a new contract to run until 
April, 1959. 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











PAN AMERICAN MODES, INC. 


SALESMAN-—MIDWEST TERRITORY 


This is an exceptional opportunity for the right person. Write in detail giving 
full particulars including background for at least 10 years. Enclose late photo. 


555 N. W. 29th Street, Miami 37, Florida 











SALESMEN WANTED 


Carry Line Misses and Children's Pre- 
Welts and Cements, commission basis. 
Territories: Pennsylvania and Ohio. 


Reply to Box 965, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 

NEIL CARLSON, SALESMANAGER 


TWISPERS 


Whisper soft and feather light women's 
scuffs and house slippers. Styled for fast 
selling. Line strong enough to support 
good full time representative but small 
enough to be easily carried as sideline. 
Samples weigh approx. 10 pounds. Ideal 
for salesman calling on shoe stores, 
hosiery depts, and slipper bars. Retail 
$1.95 to $4.95. In-stock service. Comm. 
paid weekly. Give sales experience, ter- 
ritory being covered, correspondence 
confidential. 


CULVER MFG. CO., INC. 





SEABOARD NATIONAL SHOE COMPANY 











Erin, Tenn. 





529-535 W. Pratt St., Baltimore 1, Md. 








SIDELINE SALESMAN WTD. 


SIDELINE SALESMAN WTD. 











Cc. A. EATON CO. 





UNUSUAL SIDELINE 


ETONIC-TRED SPECIAL FEATURE BOYS' SHOES. SHORT LINE—FOUR STYLES ONLY—ALL IN 
STOCK. FINEST TOP QUALITY ORTHOPEDIC-TYPE. SIZES 2!/, to 12, WIDTHS AA to EEE. 
Mis-mate service. Some established business in most territories. Ideal sideline with high 
grade children's line or women's corrective type line. All territories available at once except 
N.Y.C. area. Write in complete confidence, giving territory now covered, lines now carrying. 


Robert A. Eaton 





SHOE SALESMAN 
Wanted by Manufacturer 


Of Nationally advertised fine line of baby soft 
soles, first steps and walkers. Includes strong 
Spring and Summer sellers. Ideal sideline. 
Attractive commission. Reply with references. 
Reply to Box 942, BOOT & SHOE RECORDER 
Chestnut & 56th Street, Philadelphia 39, Pa. 











EN'S SHOE SALESMEN with established 
following can greatly increae income and 


of service to customers with fine line of Men’s 
and Boys’ foam cushioned scuffs and T. V. Slip- 


BROCKTON 64, MASS. pers. Retail $2.95 to $5.95 with good margin of 





Cc 





S MART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size sam- 





profit. Carries in one small case and sells quickly. 


ommissions paid weekly, Give sales experience, 


territory being covered. Correspondence confiden- 


POSITIONS WANTED tial CULVER MFG. CO., INC., Erin, Tenn. 





»les. Manufacturer offers highest 
eply to Box 556, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





FOR RENT 





SIXTY-FIVE YEAR OLD SHOE STORE; 
26 feet wide, 160 feet deep; Oil heat and 
janitor service furnished; next to leading depart- 


ment store. Ten year lease, $500.00 per month. 
Shelving in basement and main floor intact. Con- 
tact: Chas. Patton, 1120 Adams Road, Sche- 


nectady, N. Y. 


UYER-MERCHANDISER — YOUNG, AG- 
GRESSIVE, college background, experienced 


HELP WANTED 





all phases retail shoe business, desires greater 





es and challenge. Reply to Box 27, Boot 
Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


PERMANENT POSITION WANTED—Man- 

ager, Buyer, Salesman, Displayman — 23 
years experience—wishes to locate in Southern 
Florida—40 years old, Box 678, Pittsfield, Mass. 











ACCOUNTANT 


Extensive background in shoe factories 
essential. Able to audit and issue 
monthly Profit and Loss Statements. 
Contact 


PAN AMERICAN MODES, INC. 
555 N.W. 29th Street, Miami,Florida 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 


$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 





is payable in advance 





BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: _ 


ORDER BLANK 





Please check if box No. is Wanted [] 





Enclosed is Check 1 
Money Order (1 





July 1, 1957 














SALESMEN WANTED 





SALESMEN WANTED FOR EXCELLENT 
LINE of In-Stock Popular Price Children’s 
Shoes for South, New York State, Western 
Pennsylvania. Long established firm. Liberal 
Commission. All replies confidential. Reply to 
Box 18, Boot and Shoe Recorder, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





N-STOCK LINE OF POPULAR PRICED 
I WORK SHOES. Minnesota, Indiana, North 
and South Dakota, Nebraska, Ohio, Kansas and 
Southwest States. Attractive commission. 
UNION SHOE MFG. COMPANY, Sheboy- 
gan, Wisconsin. 





HELP WANTED 





IDE LEATHER-FINISHING DEPT.-MAN 
S WANTED. Experienced man for Finishing 
Room capable of matching colors, formulating 
finishes and laying out work for finishing and 
spray machines. Excellent opportunity for right 
man. Reply to Box 28, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





FOR SALE 





OR SALE: 8000 PAIRS LADIES 
_ LEATHER SPRING METATARSALS, 
size 4 to 8; Retail $1.25 a pair. Will sell all 
for $300.00, or 4¢ a pair, 500 lots. Address, S. 
TISHMAN, 333 Jackson Avenue, Jersey City, 
N. J. DElaware: 3-8429 





AMILY SHOE STORE IN CENTRAL 
- NEW HAMPSHIRE. All nationally adver- 
tised brands. Stock around $19,000. 100% loca- 
tion. Reasonable rent. Reply to Box 25, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





RETAIL SHOE BUSINESS IN WESTERN 

ILLINOIS CITY. Nationally advertised, 
popular priced line. Recently remodeled. Low 
inventory. Assume unexpired lease. Reply to 
Box 26, Boot and Shoe Recorder, Chestnut & 
56th Streets, Philadelphia 39, Penna 





SIMPLEX X-RAY SHOE FITTER, $150.00. 
Used 3 years; new price $595.00. Priced F. 
O. B. Stroudsburg, plus crating. A. B. Wyckoff, 
564 Main Street, Stroudsburg, Pa. 





SIMPLEX X-RAY SHOE FITTING MA- 
CHINE like new, cheap, Ed. Giangrece, 364 


Niagara Street, Buffalo, N. Y. 





GIVEAWAYS 





ADVERTISE WITH IMPRINTED PRE. 
MIUMS, Pencil Boxes, Rulers, Comics. 
Catalogue on request. HECHT ADVERTIS- 
ING, 3074 Park Avenue, New York 51, N. Y. 








Morison Appoints Singer 


New York — Ray Singer has been 
appointed sales manager of Morison 
Shoes, direct factory distributors of 
men’s and boy’s British shoes in the 
United States and Canada. 

Morison Shoes plans to extend its 
in-stock lines of English shoes now 
being distributed from their New York 
warehouse. 

Mr. Singer was formerly associated 
with the L. R. Cohen Shoe Company, 
New York City. 
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General’s Fulton Plant 
Moves Closer to Completion 


NASHVILLE—General Shoe Corpora- 
tion’s Fulton, Miss., manufacturing 
plant moved a step closer to reality 
when competitive bids for the construc- 
tion job were opened here, recently. 

Nelson Carmichael, vice-president of 
General Shoe and director of its South- 
ern Shoe Manufacturing Company, and 
George Langstaff, Jr., his administra- 
tive assistant, represented the shoe 
company when the bids were opened. 

Plans and specifications for the new 
Fulton plant were submitted to the 
Board of Supervisors of Itawamba 
County on February 4, and were ap- 
proved on that date. 

General Shoe Corporation officials 
here said that machinery requirements 
for the plant are now being compiled 
and that this equipment should be 
ready for installation as soon as the 
plant is completed. 

The plant will contain approximately 
50,000 square feet and will be used for 
manufacturing women’s cement type 
shoes. It is a part of General Shoe’s 
Circle Shoe Manufacturing Company 
which Eli G. White heads as general 
manager. Fulton’s plant will make the 
third Mississippi plant, the other two 
being at Ripley and at Iuka. 


Hannahsons Shoe Adopts 
Two New Distinct Fall Lines 


HAVERHILL, MAss.—Hannahsons Shoe 
Company said here it was adopting two 
new distinct fall lines, one to be known 
as “migitos” and the other, “pigmys.” 

Migitos features 18/8 pencil thin un- 
breakable plastic heels on a newly 
adopted pointed to last. Materials to 
be used are suede, calfskin, kid in a 
range of colors and combination of 
two-tone broadtail and suede. 

Pigmys will be constructed on a thin 
14/8 heel last, softee construction in 
plain pumps with round and squared 
off throats as well as ornamented shoes 
aimed at the teenage and growing girl 
set. 

Both lasts will fall into the $8.95 to 
$10.95 retail bracket, it was announced 
by Harold Gould, of Hannahsons. 


Dunlop Tire Company 
To Market Two New Shoes 


BuFFALO—The Dunlop yachting shoe 
will be marketed in the United States 
during 1957, the Dunlop Tire and Rub- 
ber Corporation announced during a re- 
cent sporting goods sales conference 
here. 

The shoe, made in England, has a 
velanised cloth construction, a foam 
rubber insole and is nylon reinforced 
at heel and toe. The shoe features a 
special honeycomb slip-resistant sole. 

The Vincent Richard tennis shoe, 
featuring a unique design incorporating 
the Dunlop sole and featuring a rubber 
“saddle” across the instep, has been 
added to the firm’s sporting goods line. 





WANTED TO PURCHASE 








TOPPS PAYS THE TOPS 


We retail our shoes and can pay to 
dollar for men’s, women’s and chil- 
dren’s shoes. Complete shoe stores con- 
sidered. 

TOPPS SHOE STORE 

4112 BERGENLINE AVE. 
UNION CITY, N. J. UNion 3-6413 














MERCHANTS’ NEEDS 








Itats 0. Ydeas 


OR VOUR 


NEWSPAPER ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
An outstanding service of 
carefully written copy, photo- 
aphs and beautiful art work 
or direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 
342 Madison Ave. 
New York City 

















Pierce Distribution in Canada 


BrocKTON, Mass.—The C. S. Pierce 
Company of Brockton has appointed 
McDowell & Lincoln, Ltd., of Montreal, 
to act as exclusive Canadian distributor 
of the C. S. Pierce line of shoe finishes, 
wire and general shoe factory supplies. 
The Canadian company will carry a 
working stock of products for direct 
shipment to the Canadian shoe manu- 
facturing trade. 


Forms New Tannery Division 


New York—Loewengart & Company, 
here, tanners of Gahna Leathers, an- 
nounced the formation of a Chrome 
Side Leather division specializing in 
the tanning of chrome and combination 
tanned side leather for the shoe indus- 
try. Executive personnel includes Mar- 
ten Loewengart and Herbert Lind, in 
charge of sales and administration, and 
Frank Upton, formerly with American 
Hide & Leather and other leading tan- 
neries, in charge of development and 
tanning operations. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 Ne. 4th St. Phila. 6, 
Phone: WA 5-9533—WA 5-9927 











MY HOBBY 


Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 


For Discontinued Stocks 
HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 

















OH DOCTOR! OH DOCTOR! 


Come over quick! 
My slow moving 


BETTER 
CALL “UNCLE” 
LOUIS 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, WN. Y. 


formerly with S. CAMITTA & SONS 

















CASH 
PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write er wire fer fam se- 
tion . « . qu men’s, 
wemen’s and children’s shoes. 


MOSINGER-COHN 


1235 Washington St levis 3 Me 





:BARIS BUYS for CAS 


Quick decision on your offers of discontinued and 


SS 
6 A ® ] S$ surplus men's, women's and children's shoes. 


NS 
N THE NATION’S FINEST 
SJ CANCELLATION SHOES 


79-81 Reade St. - 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


New York7, N.Y. - 


Tel: WOrth 2-5180 


Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 

















ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 
122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 














WE PAY MORE ea, 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 





Mex L. Meltzer, Pres. 


WE ARE RETAILERS 





Ivanhoe 1-9830 




















B. & R. PAYS THE LIMIT 


WE BUY 


Phone or wire 
collect 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 


CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED a 
YOUR NAME PROTECTED S 


Cc 


Ben LaMonica 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














Ralph Vogel 














MORRIS BAYROFF 


formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 








Telephone WOrth 2-2515 





J 


uly 1, 1957 


e surplus 

e discontinued 
lines 

e complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, ¢ BE 3-7290 
146 DUANE ST., N. Y.C. 











Thuli Joins C. S. Pierce 


BROCKTON, Mass.—E. W. Thuli, who 
has sales offices in the Lankershim Ho- 
tel, Los Angeles, has been named to the 
sales staff of the C. S. Pierce Company 
of Brockton. He is now selling this 
company’s line of Fitall shoe trees. In 
addition, Mr. Thuli will continue to 
represent other eastern manufacturers, 





E. W. THULI 


among them the Rockingham Shoe 
Company of Newmarket, N. H., manu- 
facturers of juvenile footwear. 

Mr. Thuli began his career in the 
shoe business in Dubuque, Ia., in 1908. 
In 1912 he moved to the Pacific Coast 
where he has been since that time. 


Handbag Maker Adds Staff 


Los ANGELES—Sydney Accessories, 
co-ordinated handbag manufacturer 
here, appointed two new sales repre- 
sentatives. Fred Muhlfelder will han- 
dle the western states, working from 
Fresno, Calif., north through Oregon, 
Washington, Idaho, and Nevada. His 
headquarters will be at 833 Market 
Street, San Francisco. 

Another new representative appointed 
was Charles Mathes, who will handle 
the Midwest territory, including [IIli- 
nois, Wisconsin, Iowa, and as far west 
as Nebraska. He will headquarter at 
4514 Joyce Place, Berkeley, Mo. Mr. 
Mathes was formerly associated with 
Lennox Handbags of St. Louis. 














Johansen Brothers Expands 
Its Smash Hits Division 


St. Louis—Expansion plans for the 
Smash Hits division of Johansen 
Brothers Shoe Company, Inc., have re- 
cently been announced by J. Roger 
Johansen, president. 

A complete manufacturing unit has 
been added to produce flats and little 
heel footwear featuring new lasts and 
styles. The wedge type Smash Hits 
will continue in high- medium and walk- 
ing type wedge heels. Emphasis is 
being placed on the medium height 
wedge, according to Mr. Johansen, be- 
cause the medium wedge combines com- 
fort with the illusion of high heel styl- 
ing. Ivy League flats will continue to be 
produced by Smash Hits. 

Harold J. Browne, as previously an- 
nounced, will assist in the merchandis- 
ing of the Smash Hits division. 





Shoe Novelty in Marbridge 


HAVERHILL, MAss.—A sales office has 
been opened in the Marbridge Building 
by the Haverhill Shoe Novelty Com- 
pany. Also, Howard Jones has been ap- 
pointed a member of the New York 
sales staff. 

Officials of the local company said 
that the new office will have a compre- 
hensive display of the firm’s products 
as well as pull-overs illustrating the use 
of the company’s line of ornaments. 

The Marbridge Building is at 47 West 
34th Street. The company’s Haverhill 
plant is at 104 Essex Street. 





Heads Marketing Group 


St. Lours—Ben E. Edscorn, director 
of marketing research for International 
Shoe Company, has been elected presi- 
dent of the St. Louis Chapter of the 
American Marketing Association. 

Also elected to office was Dr. J. 
George Robinson, Washington Univer- 
sity, marketing consultant to the shoe 
firm. Mr. Robinson was named second 
vice-president. 

The American Marketing Association 
is concerned with advancing the use of 
scientific methods in the field of mar- 
keting. 
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FINE UPPER LEATHERS AND SPLITS 
UNIQUE -IRVANA 
LUXTAN *- ONYX 

UNIGLOVE « FEATHER LEATHER 


140 BEACH STREET 


IRVING 


—JSanKViu4s wg C C 













BOSTON 11, MASS. 














David Fass to Cover 
Eastern Area for Cobblers 


Los ANGELES—David Fass has been 
appointed a sales representative for 
Cobblers, Inc., it was announced by 
Walter Braun, president. He will head 
up the New York office of Cobblers, 
and in addition will cover the territory 
of Washington, D. C., eastern Pennsyl- 
vania, Maryland, southern New York, 
New Jersey and Delaware. 

Mr. Fass was formerly associated 
with Prima Footwear and Daytimers 
and succeeds Ralph Cohen who is re- 
locating in Florida. 





Represents King Chemical 


St. Louis—King Chemical Company, 
suppliers of cements and leather fin- 
ishes for the shoe industry, announced 
the appointment of William Weidner of 
Milwaukee, as sales representative. Mr. 
Weidner’s territory will include Wis- 
consin, Minnesota, Michigan and Chi- 
cago. 


Brown Shoe Will Build 
Factory in Lexington, Tenn. 


St. Louis — Brown Shoe Company 
has announced plans for a new factory 
at Lexington, Tenn. 

Monte E. Shoemaker, vice-president 
in charge of manufacturing for the 
company, said a new manufacturing 
unit has been planned for the Tennessee 
location, with construction pending 
final arrangements by the County of 
Henderson, Tenn. 

The building will be erected on a 
seven acre site and should be in opera- 
tion early in 1958. The proposed fac- 
tory will be of one story design and 
contain 50,000 square feet. The new 
plant will have a potential employment 
of 500, with an annual payroll run- 
ning about $1,000,000. 








Weyman Assistant Manager 
At Gardner Carton Company 


A 














Robert D. Weyman, recently appointed 
assistant manager of retail box sales 
for The Gardner Board and Carton Com- 
pany, Middletown, O. He is a business 
administration graduate of the Univer- 
sity of Cincinnati and, before joining 
Gardner, operated his own shoe store. 
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Beverly Plant Passes 
Half Century Mark 
[CONTINUED FROM PAGE 47] 


duced the special tools, jigs and fix- 
tures already referred to. 

All machines have some non-working 
parts. Most need guards and covers. 
These are made in United’s Plastics 
Department, using polyester resin and 
fibreglas mats. In the proper combina- 
tion, these produce a guard which is 
only one-sixth the weight of an equiva- 
lent part made of cast iron—and is 
six times as strong. 

The Beverly factory makes extensive 
use, also, of a time and money-saving 
operation known as the precision cast- 
ing process, basic principles of which 
are old, although their application to 
the casting of machine parts of tool 
steel and other metals is a compara- 
tively new development. Economy ef- 
fected by this method is found in the 
fact that it serves to eliminate as many 
as thirty different machining operations 
on a complicated part. In the regular 
Foundry Department, thirty tons of 
metal per day can be cast. While most 
of the castings are cast iron, aluminum, 
brass and bronze also are used. 

United also uses a battery of auto- 
matic screw machines which not only 
turn out screws but also nuts, bolts, 
pins, bushings and other basically 
cylindrical parts. 

All operations of whatever nature 
are subject at all times to integrated 


quality control, both mechanical and 
metallurgical, which begins with raw 
materials and includes not only all 
operations in the Beverly plant but, in 
effect, even follows the part into use 
in the customer’s plant. This control 
is in the hands of capable, conscientious 
inspectors who check the first piece in 
every lot before allowing the operator 
to machine the remainder of the lot. 
Difficult operations in some cases are 
subject to inspection as frequently as 
one out of every five or ten. 

At the end of all manufacturing op- 
erations comes the assembly and test- 
ing of the machine itself. Since those 
assigned to this work of assembling 
and testing the machine in actual op- 
eration are all experts in their respec- 
tive lines, they see to it that allowable 
tolerances to which parts were made 
are balanced for maximum smoothness 
of operation and that the machine op- 
erations are timed, adjusted and tuned 
like those in an automobile so that all 
parts work in harmony. This is a 
time-consuming job. For instance, it 
takes 60 hours to assemble, adjust, tune 
up and run the USMC Heel Seat Last- 
ing Machine—Model E. On machines 
produced in fair quantity like the pull- 
ing over machines, assembly is usually 
done by a team of men. Other ma- 
chines, made in smaller lots, are often 
assembled by one man working alone. 
In such cases, however, assignments 
are rotated so that the setting-up or 
assembly know-how is well distributed. 


Review of the 
Retail Trade 
[CONTINUED FROM PAGE 59] 


silk crepe shoes in pumps and slings. 
Closed toe and back high heel pump 
types called “transition” shoes were 
open sling sandals. 

Vinyl sold in high- and medium-heel 
halters and Spring-O-Lators. Vinyl 
was also selling well in combination 
colors such as pink, white and light 
blue. Dyeable pumps in satin and straw 
cloth were popular, principally in closed 
toe and back. 

Various buyers, in commenting on 
business percentages, estimated that 
business was generally ahead of May 
and was up about ten per cent over last 
June. 


Tyer Rubber Wins Award 


ANDOVER, MaAss.—The Tyer Rubber 
Company here received an advertising 
award of merit in the eighth annual 
competition sponsored by Associated 
Business Publications. 

The winning campaign introduced 
the Tyer Ropeez footwear line, which 
includes fishing boots, waders and 
oxfords, and features an anti-slip jute 
sole impregnated with neoprene rub- 
ber. Other Tyer products include rub- 
ber and canvas footwear, industrial 
molded rubber products and rubber- 
covered rolls for industry. 
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Shoe after lasting in United's 
Forepart Cement Laster 


Here is a new machine that will produce a high quality job of cement 
forepart lasting in three seconds. Long production runs in many shoe 
factories have shown that the GAC Forepart Cement Lasting 
Machine — Model A can cement-last between 2,000 and 3,000 pairs 
per day. 

The balanced pincer pull which acts on both sides of the shoe si- 
multaneously, properly tensions and distributes the upper stock. 
Heated flexible wipers wipe and iron down the stock, giving well de- 
fined featherlines without additional ironing. 

The lasting cycle starts automatically as the shoe is placed into the 
machine. Pincers grasp and tension the forepart lasting margin. 
Flexible heated wipers come in and wipe the stock over as the pincers 
release. The wipers then press the upper stock firmly down onto the 
insole. Pressing a button releases the lasted shoe. The machine ad- 
justs itself for left and right shoes alternately but may be set to repeat 
on either side. 

If you would like to step up the quality and speed of the forepart 
lasting operation in your plant, contact your local G/€ represent- 
ative for further information and to arrange for a trial. 

Gai 


United Shoe Machinery Corporation | WAC 


Boston, Massachusetts 
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The American Family 
is Grading Up 

and the Accent’s On 
Quality Boys’ Shoes 


Building 
for the 


Future SE 


Geerberich Dealers get [ 
their customers young, at . 

kindergarten age and keep ee On the Soundest Base 
them straight through high =" 

school with the broadest 1; 4 

range of sizes and the bs in B O y S’ S h oes 

strongest style program in 

boys’ shoes. Gerberich’s 
styling know-how, the result 
of 38 years of experience in 
making boys’ shoes and 
nothing but boys’ shoes 
keep youngsters happy. 
Gerberich quality and work- 
manship have a strong 
appeal to value conscious 
parents. 














Gerberichs and Gee Pees are 
in-stock and are nationally 
advertised in Boys’ Life 

and Parents Magazine. 
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SELL * YOUTHS 81/2-12-3 


3 BOYS 1-6 
nim q BIG BOYS = 6/2—-11 


IN STOCK TO GERBERICH DEALERS 


GERBERICH 


THE FINEST NAME IN BOYS’ SHOES 
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